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WEATHER SURE 
IS COMMERCIAL 
NOW 



24 TV 

SPONSORS FOR 
WNBT-NBC 
THIS FALL 



ABC DAYTIME 
SOLD SOLID 



"TELLO TEST" 
STILL NATION'S 
TOP SPOT 



QUIZ-SHOW 



RADIO MAGAZINES 
ABROAD USED BY 
U.S. ADVERTISERS 



BIG SUMMER LOCAL 
BUSINESS BOOMS 
TRANSCRIPTION 
SALES 



DEALERS GRIPE 
WHEN ADVERTIS- 
ING'S MISSING 



JULY 1947 



JULY 1947 

Sponsors have picked up 32 weather-signal packages during June and 
station representatives indicate that by first of year half nation's 



stations will have at least one rain-or-shine deal sold. 



SPONSOR ' s 



"Weather is Commercial" (June issue) and Harry Goodman's weather 
jingles are given credit for advertisers' increased interest. 

-SR- 

Major executive of NBC Television stated last week in June that net- 
work had 16 (another said 18) clients and that was all TV depart- 
ment wanted at that time — all, in fact, they coald handle. But 
sales department still signing up new business and there'll be some 
24 sponsors on WNBT and the NBC-TV network this fall. 

-SR- 

ABC daytime will be solid commercial this fall. Last hole was 
filled when Toni Home Permanent Wave of St. Paul expanded its spon- 
sorship of "Ladies Be Seated" from three to five times weekly. 

-SR- 

"Tello Test" (built around formula of phoning different listeners 
daily until someone identifies a quotation or answers a question, 
with awards mounting daily) is still number one spot-quizzer 
nationally. There are seven national variations of idea but all of 
them are doing job for their sponsors. 

-SR- 

It's so tough abroad to find out what's going to be on air that 
U. S. advertisers are taking space in radio publications to reach 
the radio audience, most of whom they can't reach on air due to 
governmental control of broadcast facilities. Since there are no 
serials aired, except in the Americas, and since programs are seldom 
on the air the same time each week, or day, it's necessary to pur- 
chase a radio magazine to find out what's available. Switzerland 
has three publications with a combined circulation of over 200,000, 
Italy has four also with a combined circulation of 200,000, and 
important papers exist in most other countries. 

-SR- 

Transcription sales are up 30 per cent this summer over 1946. Pro- 
ducers claim that reason is that local summer advertising on the air 
is far ahead of even war years. National spot business is off 20 
per cent but slack has been more than taken up by retailers who are 
combating a growing buyers' market. 

-SR- 

Dealers all over nation are critical of lack of advertising on 
behalf of nationally-distributed products. General Electric is said 
to have received 300 letters from dealers in one month asking when 
they were going to get moving with broadcast as well as newspaper 
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advertising again. GE's letters are said to have come from all over 
country and gave no indication of having been "inspired." 

-SR- 

Mutual is about to enter program phase of its operations. Five name 
programs either have been or are about to be signed for fall. 
Strong effort is being made to sell programs before they're an- 
nounced tradewise as Mutual shows. 

-SR- 



MUTUAL BUILDING 
NAME SHOWS 



DOCUMENTARY 
PROGRAMS LOSE 
AUDIENCES FOR 
SHOWS THEY 
REPLACE 



Even top-publicized and best-enacted documentary programs haven't 
reached point where they hold audiences of commercial programs they 
replace. Special study made for agencies involved in recent re- 
placements also indicates that it takes four to six weeks for audi- 
ences to regain listening habits. Studies cover "Eagle's Brood" 
and "A Long Life and a Merry One." Here are Hooperating figures: 



JAN 15 FEB 5 FEB 19 



MAR 19 APR 2 



APR 16 MAY 7 



HOLLYWOOD 
PLAYERS 



INFORMATION 
PLEASE 



8.2 7.7 7.8 



8.7 9.3 11.1 



E«LES 

BROOD D . 4 



WHISTLER 



4.7 5.3 6.8 9.1 



INFORMATION 

PLEASE 6.2 8.1 10.0 7.5 



FEB 21 



MAR 21 



APR 4 



APR IB MAY 2 MAY 16 



CANADIAN 
PRESS HELPED 
STIFFEN WHITE 
BILL FIGHT 



Y & R RADIO 
DEPT. SHAKE-UP 



IT PAYS TO 
BE IGNORANT 



11.7 11.4 



MAISIE 11.2 11.5 

•SUSTAINING FIGURES NOT AVAILABLE. 



12.1 
7.6 



A LONG 
LIFE & 
A MERRY 
ONE 



6.0 



IT PAYS TO 
BE IGNORANT 



8.6 10.0 8.5 



-SR- 



Newspapers' reaction to the fight of Canada's independent stations 
has been watched very carefully by both the National Association of 
Broadcasters and Congress. It has been so pro-broadcasters that it 
is said to have contributed to the certain death of the White Bill 
which would have put further governmental restraints on U. S. sta- 
tions. Bill had had 60-40 chance of becoming law before the 
Canadian press trend was noted. North of the border press also 
helped Justin Miller (NAB) in his fight for "freedom of the air." 
Miller's speaking-up before the congressional sub-committee on the 
bill has given him new stature. Networks, which were cooling on 
their NAB cooperation, are 100 per cent for it again. Sponsors too 
have been watching fight on bill, for anything that smacks of 
"nationalization" has all industry worried. 

-SR- 

Young and Rubiczim radio department shake-up, which opened door for 
exit of Tom Lewis, Max Wylie, and a number of lesser names, is said 
to have only started. Revamp of entire broadcast division is 
scheduled due to switch of part of business of two accounts which 
will not be announced until late August or September. In both cases 
agency will keep major billing of accounts but lose at least one 
program control. Borden account switch had nothing to do with 
resignations as it was anticipated months ago. 
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BEER SPOTS 

Could you without too much trouble 
give me the times and stations on which 
different beer programs are now being 
broadcast. Any information on spots on 
beer will be welcome. 

A. D. Converse 

Cray & Rogers, Philadelphia 

^ Industry report on beer sponsors due in 
August issue. 



THE TIMEBUYER'S SLANT 

I've read your article on timebuyers 
and I'd sure enjoy meeting the character 
who can know all about your over 1,000 
U. S. A. stations and our Canadian setup 
— what a man ] 

V. D. L. Dyer 

MacLaren Advertising Company, 
Toronto 

I am anxious to "sec myself as others 
see nic" as indicated in your account on 
timebuyers in this (June) issue. 

I do hope to find some constructive 
criticism so that we timebuyers may help 
improve current policies. 

Mary V. King 
Timebuyer 

Kudner Agency, Inc., New York 



FISHING & HUNTING PROMOTION 

I should like to take this opportunity 
of telling you how much we enjoyed your 
article, Those Rod and Gun Millions. 
It was especially gratifying to find one 
of our promotional ideas, i. e., hand 
written post cards, was used in the article. 

I should like to explain just how we 
used tlicsc cards in promoting the show, 
especially since the main tlicmc of your 
article was that the program docs appeal 
to a limited audience who are 
naturally sportsmen. 

In our town there arc two stores that 
issue hunting and fishing licenses and we 
were fortunate enough to secure the dupli- 
cate stubs on these licenses which scr\'ed 
as a mailing list for over 2,000 of the 
post cards. Of course we examined the 
names and addresses and excluded any 
person who was issued a license who li\ ed 
outside our nighttime coverage area; 
therefore in this way we were positi\c 
these cards reached people who are inter- 
ested in and can hear the show. 

\Vc had considerable comment about 
(Pkiise turn to page 11) 



NOW 



it can be known 
HOOPER and CONLAN 

LONG,HAVE SHOWN HOW 

KMBC 

IS FIRST IN 

METROPOLITAN 
KANSAS CITY 



^AND 



out in the states 



LOOK AT THIS SURVEY 

5,545 INTERVIEWS 
SHOW THAT 

KMBC 

IS FIRST IN 

ANSWER TO THE QUESTION 

Do you listen on the radio 
to general farm programs? 
To what station? 

MISSOURI KANSAS 

KMBC 1,378 702 



WDAF 
WIBW 
KFEQ 
WHB 



608 
126 
398 
132 



296 
552 
44 
38 



(Top five stotions reported. Weighted som- 
ple bose: 5,545 interviews within KMBC't 
0.5 mv contour — 1% of oreo's rodio fom- 
ilies — BMB's "Rodio Fomilies : 1946"— con- 
ducted by Robert S. Conlon & Auociotes ot 
Missouri Stote Fair, Kansos Free Fair ond 
the Americon Royol Livestock Exposition.) 



AVAILABILITY 

Kansas Cily's Exclusive Markelcast Service 
Direct Irom Livestock Terminal, wilh 
BOB RILEY 
Mondays thru Saturdays 
WIRE FOR DETAILS 




KMBC 

of Kansas Cit)^ 

Free & Peteri. Inc. 



Slici lia-ni lisle CIS SUIlii Iti (nut nt Hlturl 



SPONSOR, 



LIM FIRST LfllE 

1000 — 15 Minute Transcribed Programs 

Now going into its 11th year for the Kroger Grocery an d Bak ing 
Company, Cincinnati. Available outside Kroger territory on 
a 3 to 5 time a week basis for local or regional sponsorship. 
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HI TOR SALE 



KROGER 
TERRITORY 

(Not For Sale 



MIRY FOSTER, TlIK 
EDITOR'S DiUlGIITER 



800 



TRANSCRIBED 
QUARTER HOURS 

Now going into its lOth year 
for Kroger Grocery and Baking Co, 

A tested show now available 
for local and regional sponsor- 
ship in areas on above map. 




LOOK AT THESE DAY-TIME HOOPERS! 



ATLANTA 


DEC. 42 


to 


APR. 43 - 


- 9 


5 


COLUMBUS 


DEC. 43 


to 


APR. 44 - 


- 7 


8 


CINCINNATI 


DEC. 43 


to 


APR. 44 - 


- 10 


0 


DAYTON 


DEC. 43 


to 


APR. 44 - 


- 11 


4 


NASHVILLE 


OCT. 45 


to 


FEB. 46 - 


- 9 


3 


PEORIA 


DEC. 45 


to 


APR. 46 - 


- 10 


0 


WICHITA 


OCT. 46 


to 


FEB. 47 - 


- 8 


5 




19 EAST 53rd STREET at Madison Avenue ... NEW YORK CITY 
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BMB provides furth(J 

By any standard, day or night, NBC is America's No. 1 Network 

... and the higher the standard, the greater is NBC's superiorit) 

For the first time, a research organization supported by the entire in- 
dustry has measured — on a uniform basis — the number and location of 
all radio families comprising the weekly listening audience of each 
U. S. radio station and netw ork. 

In those counties where 75% or more of the radio families listen tt 
any of the four major networks "one or more times a week," NBC 
leads by a wide margin — ranging from a 33% advantage over Net- 
work "A" at night to a 322% advantage over Network "C" in the day 

The charts opposite present a comparative picture of listening based 01* 
this liigh standard of /J'.'c and over — a much more significant basis fo- 
comparison than any lower level. However, even on the minimun 
basis of lo*^, NBC has a dominant advantage over all other networks.'* 

How much more? Audience figures released by BMB are based oi 
listening "one or more times a week." How much more do people 
actually listen to NBC? Facts on that subject and many others are in- 
cluded in NBC's detailed booklet on the BMB survey to be issued shortly, 

'C.iimplrif results of this surrfV art contained in ".\'et:eork Area Report" recently published by the Broadcast Mm.- 
uremer.t Bureau. The only teital audience figures sltorcn in this report are based on the lerel of 10% and ' zrr Sfhl- 
lime; S BC.—31 ,1 27 .0 10: Xel:ci.rk " .1' —27 ,630,570; S'eUtork "B" - 22,0M>,f>90; Sefu-<rk "C" 19.101 .fyQ. 
Doyiime; S RC-27,SSS,770; Set:v rk ". I" -25,261 ,730; .\ etu ork "B"— 21^557,990; \ei:cork "C" -I9,l(>0,2 <0. 



AMERICA'S NO. I iM-TyiRl 
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NIGHTTIME 
NBC has a 33% advantage over 
Network A or 7,426,530 more 
radio families. 



DAYTIME 

NBC has a 57% advantage over 
Networl^ A. The NBC daytime 
audience is largerthan any other 
I network's nighttime audience. 



NETWORK 

A 





Audience in counties where 75% and over of the radio families listen "one or more times a week." 





NIGHTTIME 


DAYTIME 




AUDIENCE 


% Of lOIAl 
U. S. RADIO FAMILIES* 


AUDIENCE 


% OF lOIAt 
U. S. RADIO FAMlllES* 


NBC 


30,116,240 


89% 


22,856,940 


67% 


Network A 


22,689,710 


67% 


14,558,050 


-t3% 


Network H 


12,716,-tSO 


33% 


9,003,670 


26% 


Network C 


8,499,130 


25% 


5,421,670 


16% 



'Total radio families January 1946 — 33,998,000 as eslimaled by BMB. A more recent survey indicates that as of 
January 1947 there zvere 35,900,000 radio families or 93% of all U. S. families. 




1 A Srrvite of Radio 
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"For here we have a public entertainer subni even ireiter 
hachti . . . TED LEWIS like any other quaLt| merchandiit. 
(eemi to improvt m value with the paiunf ol Ijme ... hit ihew- 
manihip is innncible." 



VARIETY 



HOUR 
TRANSCRIBED 

available for 
local and regional 
sponsorship 



I 




Here's the biggest news in radio! He's 
here at last! The high-hatted tragedian of 
song . . . TED LEWIS, the most beloved 
musical personality of all time ... in his own 
halt-hour variety show . . . the most spectacular 
radio program ever transcribed! For local 
or regional sponsorship. 
The fabulous TED LEWIS . . . making you smile 
through your tears in a show of sheer enchantment 
... In a program of musical magic . . . appealing 
to everybody, young or old. For TED LEWIS is an 
ageless performer . . . the very spirit of youthfulness 
that makes a sucker out of the calendar! 
Here is one program where age levels, income 
levels.' tastes and the whole works . . . are 
practically non-existent. TED LEWIS is everybody's 
boy. If the product you have in mind Is bought and 
used by people . . . then here's the show that'll sell them! 

TED LEWIS with a great eighteen piece 
orchestra, big name vocalists, a supporting cast 
of top talent . . . Showmanship and the top music 
from today's hit parade skillfully blended with the songs 
from the nostalgic past. "THE TED LEWIS 
SHOW" HAS EVERYTHING! 
Don't let any grass grow under your feet if you're 
interested in this show, which is headed for top rating! 
Play safe by writing for information about an audition 
record now ... or better still, TELEGRAPH! 



CHARTOC-COLMAN 
PRODUCTIONS 

360 N. MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 



OTHER SHOWS ♦ Franklyn MacCormack's Book ol Memories • Love Letters with Franklyn MacCormack • The Tex Ritter Show 

The Jack Brickhouse Inside Storv • In the Cameo Room • Howdv Pardner with Rex Allen 



SPONSOR 



new and renew 



Acta ^cUio4uU SfuU Bttiittad^l 



SPONSOR 



PRODUa 



AGENCY 



STATIONS 



PROGRAM, $Urt, duration 



Borden Co. 

General Baking Co. 

Guaranteed Products Co. 
Lever Bros. 

Thomas Llpton dlv. 
McCormlck & Co. 

National Airlines 
New England Confectionery 
Co. 

Rexall Drug Co. 
Shedd-Bartush Foods 

Stanco, Inc. 



4-Star Soda 
Fountains 
Bond Bread 

Blondet 
Llpton's Tea 

Bee Brand 

Insecticides 
Air transportation 
Necco candles 

Retail Stores 
Keyko Margarine 

Flit Insecticide 



Young & Rublcam 
BBD&O 

Grady and Wagner 
Young & Rublcam 

SSC&B 

Platt-Forbes 
LaRoche & Ellis 

BBD&O 
ZImmer-Keller 

McCann-Erlckson 



3 Transcribed announcements; Jun 15; 13 wks 

90 Transcribed announcements, chalnbreaks; Jun 16; 
13 wks 

30 Transcribed announcements; Jun 26; 13 wks 
10-15 Transcribed announcements (with premium give- 
away tied In); Jul 6; 13 wks 
45 Transcribed announcements, chalnbreaks; Jun 16; 
13 wks 

17 Transcribed announcements; Jun 12; 13-52 wks 
6 Transcribed announcements, chalnbreaks; Jun 10; 
52 wks 

4 Live pro football games; Sep 29; thru Dec 14 (season) 
22 Transcribed announcements, participations; Jun 10; 

155 "Flit Frolics," 15-mln e.t. programs; May 27; 23 wks 
in South, 13 In North 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, rtart, duration 



Adam Hat Stores, Inc. 
Borden C^o. 
Campbell Soup Co. 

Chrysler Corp. (DeSoto Dlv.) 
Coca-Cola Co. 

Cversharp, Inc. 
Kellogg Co. 

Liggett & Myers Tobacco Co. 
Ludens*, inc. 

Norma, inc. (Tonl Co. dlv.) 
Noxzema Chemical Co. 
R. B. Scmler, Inc. 



Blow 

Kenyon & Eckhardt 
Ward Wheelock 



BBD&O 
D*Arcy 

Blow 

Kenyon & Eckhardt 

N. W. Ayer 
J. M. Mathes 
Foote, Cone & Beldlng 

Sullivan, Stauffer, Colwell & 

Bayles 
Erwln, Wasey 



NBC 159 The Big Break; Sun 10-10:30 pm; Jul 27; 52 wks 

CBS 157 *Arthur's Place; Frl 9-9:30 pm; Jun 20; 52 wks 

CBS 41 *«Double or Nothing; MTWTF 3-3:30 pm; Jun 30; 52 wks 

CBS 150 Club 15; MTWTF 7:30-7:45 pm; Jun 30; 52 wks 

CBS 150 Robert Trout; MTWTF 7:45-8 pm; Jun 30; 52 wks 

CBS 160 Reporter at Large; Sun 10-10:30 pm; Sep 28; 52 wks 

CBS 158 Morton Downey Show; Fri 10:30-11 pm; Oct 3; 52 wks 

CBS 158 Percy Faith Orchestra; Sun 6:30-7 pm; Aug 17; 52 wks 

NBC 160 "Take It or Leave It; Mon 10-10:30 pm; Aug 3; 52 wks 

ABC 205 tCalen Drake; MTWTF 11:30-11:45 am; Jun 30; thru 

Dec 26 (end of current 52-wk contract) 

CBS 152 Arthur Godfrey Show; MWF 11-11:30 am; Jun 2; 52 wks 

CBS 161 Ned Calmer; Sat-Sun 8:55-9 pm; Jun 21; 52 wks 

ABC 203 ttLadles Be Seated; MTWTF; Jul 1; thru Mar 26 (end of 

current 52-wk contract) 

MBS 200 tGabriel Heatter; Fri 9-9:15 pm; Jul 4; 52 wks 

ABC 202 Eddie Duchln; MWF 4:30-4:45 pm; Jul 14; thru Oct 6 

(end of current 52-wk contract) 



Program only new. **Network only new. 
tExpanded network only. ftExpanded time only. 
{Fifiy-bro titetks generally meant a iS-iDeek coniraet with opli&ns for 3 iaeoe*ti»e i3-week renewals. ICt tubjtcl to cancellation at the end of any 13-week period) 











SPONSOR 


AGENCY 


NET STATIONS 


PROGRAM^ time, start, duration 



American Meat institute 
American Safety Razor Corp. 
Colgate-Palmolive-Peet Co. 

General Mills, Inc. 



ilouseiioid Finance Corp. 
Pacific Coast Borax Co. 
Phiico Corp. 
Procter & Gamble 



Prudential Insurance Co. 
Quaker Oats Co. 



Leo Burnett 
Federal 

Sherman & Marquette 
William Esty 
Knox Reeves 



Dancer-Fitzgerald-Sample 

Young & Rublcam 

Benton & Bowles 

Shaw-LeVaily 

NlcCann-Erlckson 

Ilutchlns 

Compton 



Dancer-Fitzgerald-Sample 



Pedlar & Ryan 
Blow 

Benton & Bowles 
Benton & Bowles 
Sherman & Marquette 
LaRoche & Ellis 



Ronson Art Metal Works 
U. S. Steel Corp. 
Whitehall Pharmacal Co. 



Cecil & Presbrey 
BBD&O 

Sullivan, StauSer, Coiwell & 
Bayles 

♦Program name not known as SPONSOR goes to press. 



NBC 152 Fred Waring Show; TTh 11-11:30 am; Jul 15; 26 wks 

MBS 300t Adventures of the Falcon; Tu 8:30-9 pm; Jul 8; 52 wks 

CBS 148 *Tu 8:30-8:55 pm; Jul 1; 52 wks 

CBS 148 Blondle; Sun 7:30-8 pm; 52 wks 

NBC 132 Today's Children; MTWTF 2-2:15 pm; Jun 2; 52 wks 

NBC 132 Woman In White; MTWTF 2:15-2:27 pm; Jun 2; 52 wks 

NBC 132 Masquerade; MTWTF 2:27:30-2:40 pm; Jun 2; 52 wks 

NBC 132 Betty Crocker; MTWTF 2:40-2:45 pm; Jun 2; 52 wks 

NBC 48 Light of the World; MTWTF 2:45-3 pm; Jun 2; 52 wks 

NBC 141 Aldrlch Family; Th 8-8:30 pm; Jul 3; 52 wks 

NBC 142 Burns & Alien; Th 8:30-9 pm; Jul 3; 52 wks 

CBS 59 The Whistler; Wed 10-10:30 pm; Jun 25; 52 wks 

ABC 197 The Sherlfl; Frl 9:30-9:55 pm; 52 wks 

ABC 256 Phiico Radio Time; Wed 10-10:30 pm; Sep 24; 52 wks 

NBC 143 Road of Life; MTWTF 10:30-10:45 am; Juii 30; 52 wks 

NBC 142 Right to Happiness; MTWTF 3;45-4 pm; Jun 30; 52 wks 

NBC 135 Truth or Consequences; Sat 8:30-9 pm; Jul 5; 52 wks 

NBC 146 Joyce Jordan, M.D.; MTWTF 10:45-1 1 am; Jun 30; 52 wks 

NBC 98 Life Can Be Beautiful; MTWTF 3-3:15 pm; Jun 30; 52 wks 

NBC 144 Ma Perkins; MTWTF 3:15-3:30 pm; Jun 30; 52 wks 

CBS 82 Jack Smith Show; MTWTF 7:15-7:30 pm; Jun 30; 52 wks 

NBC 130 Pepper Young's Family; MTWTF 3:30-3:45 pm; Jun 30; 
52 wks 

CBS 79 F.B.I, in Peace & War; Th 8:30-8:55 pm; Jul 3; 52 wks 

NBC 136 Life of Riley; Sat 8-8:30 pm; Jul 5; 52 wks 

CBS 154 Family Hour; Sun 5-5:30 pm; Jun 8; 52 wks 

ABC 205 Terry and the Pirates; MTWTF 5-5:15 pm; Jul 1; 52 wks 

ABC 206 Ladles Be Seated; MTWTF (1st 15 mln) 3-3:30 pm; Jul 1; 

MBS 175 Twenty Questions; Sat 8-8:30 pm; Jul 1; 52 wks 

ABC 221 Theatre Guild on the Air; Sun 9:30-10:30 pm; Sep; 52 wks 

NBC 123 Bob Burns Show; Sun 6:30-7 pm; Jun 15; 54 wks 
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SPONSOR 



AGENCy 



STATION 



PROGRAM (time, itart, if let) 



llotaiiy Wnrxlfd Millii 
llrlMol-MyiTB <i). 

ltulo\u \\ titt'h (^1. 
Dclrull KdiM)!! Co. 
Kliilti Nuilotiul Watch C<>, 

I't-frr KiiK Hri'wlnC Co. 

(iriicnil FtMHlH Co. 

(frintirll l)rt>b. 
GrUsom Clirvrolet Co. 

(.ul( Oil Co. 

Ilol *n Kold .Shops 

J. L. Hudson Co. 

Kiivi Cloihlvrs 

Koliln&on-Lloyds, Ltd. 

Sain'b. Inc. 

Il;irry .SufTrIn Co. 

SwHi & Co. 

I Ivoll Hrfwinll Co. 

'.NOI K: Slallon \\\VJ-TV 

(n)— New (r) Renew. 



KllliiTi.tcln-Coldiimllh WAIil). .New York 



DoluTiy, CllfTord & 

.Shenlifid 
Blow 

Camphell-Kwald 

J. Waller 'rhompBon 

Joneb-Frankle 



W.N n r. .New York 

W WJ-TV. Detroit* 
WWJ-TV. Delroll 
WCn.S-1 \', New York 
WNHT. .New York 
WliKB, Chicago 



Youtie & Kuhlcam W'AIII). .New York 
W.NH T, .New York 
nr<M>ke. .Smith. French WWJ-TV, Detroit 

& l)4irrance 
Slnions-Mlchelson WWJ- I V, Detroit 
L. J. Du.Mahaut WWJ-TV, Detroit 

YOUMI! & Rublcam WCBS-TV. .New York 

Charlen llarftrave WW J-TV, Detroit 

Wolfe-JIckllne-Dow & WWJ-TV, Detroit 
Conkey 

Malcolm Howard WBKIJ, Chlcafio 



Direct 

Stockwell & Marcuse 
.SImons-.Mlchelson 
McCann-Erlckson 
NicCann-Erkkfton 



Weather slftnals; Wed 8:.t0 pm; Jun 18; 13 wks (r) 
Party Line: .Sun 8.30-9 pm; Jun 8; 30 wks (n) 

Time signals; .MTW'TK 8 pni; Jun 3; 52 wk (n) 
.Newscasts; twice w-eekly; Jul 1 ; 52 wks (n) 
Time signals; .Sun nlfihts; Jun 26; 13 wks (r) 
Time sl£nals: Sun nlchts; Jul 6; 13 wks (r) 

.Maywooo Park llarneiis Kaclne; Sat 8-11.15 pm; May 17- 10 

wks (n) * 
.Spots; .MTWTF 7:59-8 pm; Jun 2; 13 »k« (n) 
.Mien PrcRcott; Th 8:30-9 pm; .May 22; thru Dec (replacement) 
Detroit Tlfiers games; twice weekly; Jun 3; thru 1947 season (n) 

Television Party; weekly; Jun 18; 52 wks (n) 

Feature Races 1 rom Det rol t Race Track : W ed af ternoon s ; Jun 3 ; 

summer race meet (n) 
Gulf Television .News; Th 8-8:15 pm; Jun 24; 13 wks (r) 
Weather signals; 5 weekly; Jun 3; 52 uks (n) 
.Sketchbook (live variety); weekly; Jun 4; 52 uks (n) 



Baseball .Scoreboard; (ollows all televised ball games; May 25; 
baseball season (n) 
W ABD, New York .Spots; TW 8:15-8:16 pm; Jun 18; 2* wks (n) 

WWJ-TV, Detroit .Meet the People; weekly; Jun 4; 52 wks (n) 

WWJ-TV. Detroit -Man on .Street; weekly; Jun 4; 52 wks (n) 

W'NBT, -New- York Swift Home .Service c;iub; FrI 1-1 :30 pm; .May 16; 13 wks (n) 

WWJ-TV, Detroit .Spots; 4 weekly; July 1 ; 52 wks; (n) 

operated by the Detroit .News, bei^an commercial operation June 3, 1947, 



A/ ecu /Jt^eMC^ /Jp^xoiHimenii 



SPONSOR 



PRODUCT (or lerric*) 



AGENCY 



Italilmore l*aini & Color Works ... Gleem Paint. Trylon. etc 

(.'. Ilarr & Co.. ChlcaCn. Balm Barr Lotion. Creme Shampoo. 

ltlgelo^^-Sanford (Carpet Co., New York Rufts< carpets 

Itrui-kmunn Urewlnft Co., Clnclnnail. Beer. 



Buckley's Coufth .Mixture 
Bookkeeping, tax seo'ice. . 

(banned dofl food 

Cal-Cola 

Cleansi'r. 



\V, K, Buckley. Inc.. Rochester, .V. Y, . 
Itubinvss .^sMKlales. Inc., Kalvlgh, .\. C. 
Butchvr Shop Foods. Chicago . . 

(^1 BevfmAe Co.. Chicago. 

Cameo Corp.. Chicago 

Charlrs Household Products Co.. Brooklyn Clear-Vu liquid cleaner 

Charma (^.. .\sbur>* Park, .N. J Charms candy, Tastyeast. . . . 

(^innumer IJrewlnft (-'o.. Newark. Ohio Old Town Beer, Ale 

Crescent Chemical -Sales Co., .New Orleans Pine-A-Mlte disinfectant 

Crlsty (ihtmical ^.lorp., Worcester Dry fias 

Decalcomani:! .Specialties (k>.. Philadelphia Decals ......... 

I>uell. .Sloan & Prarce, Inc.. New York Book publishers . . , . . . . 

J. II. Filbert. Inc.. Baltimore , . . . . Mrs. Filbert's marfiarlne. mayonnaise. 

etc. ... 

Flamingo Hotel. Las Vi-ftas Jlotel 

riora >\\r. New York. . 

Kmnk Tea & Spice Co ... 

Galluwhur Chemical Corp.. .New York. . . 
Cold Medal (taiidy (.'orp.. New York . . . 
Goldtonir Ka/or Blade Co.. Newark. .N. J. 
Grange League Fedvration 
Grove Laboratories. Inc.. St. Louis . . . 



(iro\e Laboratories (Beaumont Co. div.). St. Louis 

Hall iind Kuckel. New ^«irk . . 

A. N. llanna Co.. Atlantic llifihlands. N. J 

Herb Farm .Shops. Ltd.. .New York 

lloiL'l New Yorker. .New ^'urk 
Inkufiraph Co.. .New York ... . . 

Julian's. Ltd.. .New York. . . ... 

Kold-Ki:Ht Foods. Los .\n£eles. ..... . . 

James Lees & Suns Co.. HrlJfieport. Pa. 

Lorulii County Savlnfi<i & Trust Co.. El>Tla. Ohio 

Fredtri^k F. Lowenfels A Son. New York 

I.yoii \ an i!c Storage Co.. L*>s AnfteU-x 

Wm. Mont£omer> Co.. Philadelphia 
Muntk't-llo l>riiA Co., Jiuksonvlllc. Fla.. . . 
Murphy .\uto Sales. Hollywood 
.Norw.ilk .\uto Products. Inc.. New York 
.Nutrition Kfseurch Laboratories, (^hlcnfio 

Pai-lhf Brewlnft & .Maltlnft Co.. .San Jose. Calif . 

Phllndelphla Itrewlnfi Co.. Philadelphia 

Popular Publjcailoii.t. Inc., .New York 

KaJnai. Inc.. Philadelphia ,. 

Ka£u PaiklnA Co.. Rocht-ster. N. Y 

Kivslnol Chemlial Co.. B;iltlniore. 
Retail Coal Hoard of (Cuyahoga (Uiunty. Ohio 

Rli-h-M.ild Products Co.. (Jendora. Calif 

RofiN Industries. Inc.. .San FraniNi'o . 
R>der Bros., (.hlciifto 
S.inl-Wav Co.. IhilliiH 

Saraiit^a \ Ichy .Spring <!o.. .Sarutot^a Sprinfit. N. Y. 
Snider Fo«»d«. Inc. 
Solurlne (*o.. llalilniore . 

Soutli Brooklyn. I lJtbu^l1. and .\tlanHc Savings and 
Lotiii AsvK^'Liiloiis. BftMtkl.vn (c<ioperutlve campaign). 
Sprekvis .Sugar (.o.. .San Fruiulsco. ... 
Stor/ Brewing (.o.. Omaha 

Tee. lie Iniporterf*. Ine.. Lo» .\ngeles 

\ olee of Proplu-cy. Inc., Washington. I). C 

\ole;in t.amp .Stoves. Los .\ngeles 



Candy 

Tea. spices ... 

Skol sun lotion . . . 

Thanks, etc.. candy bars .... 
Razor blades. ... ... 

Grange products 

Grove's Chill Tonic. Dr. Porter's Anti- 
septic Oil 

4-Way Cold Tablets. 4- Way Compond 
.X-Bazin Odorless Depilatory 



John J. Walsh. Ltd.. Clilcago 
WuUli Luborattkrieh. Inc.. Chleiigu . . ■ 
C. I. Webster <.«».. Inc., ( herltun. \a. 
We^t'o W aierp.i|nts. inc.. ^.aNt Huston. .Vlass. 
Wesurii SiateK I'alnting (Ui.. Los .\ngeleH 
Western Siig.ir Rehnery. San Francisco . 
Wilt. Inc.. Long inland City. N. ^ .. ... 



Cosmetic, cullnar}* lines 

1 lotel 

Fountain pens. . . 

Isle de (.'apri Home Facial 

Frozen foods 

Carpets, knitting >-arns 

Finance. , 

Hotel Bar Butter 

Mcning. storage. 

.Monico coffee. . . 
666 cold preventatives 
L sed cars . . . 
.\uto products 
Pharmaceuticals . . . 
Beer ... 

Philadelphia Old Stock Beer. Ale 

.\rgosy. Popular group 

Hand cream 

Spaghetti sauce, ravioli 

Soap. 4iliitment 

Institutional 

Soft drink extract 

Banana Crunch . . 

.\r<iniadelle cheese 

PolHh 

N'Ichy water. . . 
Preserves, jellies, etc. . 
Household polishes . 

Finance 

Honey-l>ew Sugar. . 
Triumph. Gold Crest Beer 

Tecate beer . - 

Religion 

Stoves 

Illzz soap detergent 

Rodan rodent exterminator 

Ten Grand vegetable julce 

I'alnts 

Paints 

St.>;i island sugar 
Wilt be;ird iMiftener 



.Theodore A. ■New"hofT, Baltimore 

II. W\ Kastor, Chlcafio 
.Young & Rublcam, .New York 
.DInerman, Cincinnati 
.Grant. .New York 
.Piedmont. .Salisbury, N. C. 

Makellm. Chicago (national advertising) 

Harry J. Lazarus. Chicago 

Presba. Fellers & Presba. Chicago 

Deutsch & Shea. .New York 

.N'. W. Ayer. Philadelphia 

Don Kemper Co., Dayton 

Ross. .New Orleans 
.Cory Snow, Boston 

Martin & .\ndrews. Philadelphia 

Alley & Richards. .New York 

Sullivan. Stauffer. Colwell & Bayles. .New York 
Smith. Bull & .McCreary, llolh-wood (na- 
tional advertising) 
Peter McDonnell. .New York 
Ralph H. Jones, New York 
Booth, VIckery & Schwlnn, New York- 
Adair & Director. .New York 
Hrlsacher, Van .Nordcn, .New York 
Lynn-Ficldhouse. Wllkes-Barre, .New York 

Harry B. Cohen, New York 
Harry B. Cohen, New York 
Redfield-Johnstone, .New Vork 
Raymond, .Newark, N. J. 
lllrshon-(>arfield. New York 
Deglln. Wood & .Malone. .New York 
Lester Harrison, New- ^'ork 
Royal & de Guzman, New York 
Don .Mack, Los Angeles 
D'.\rcy, .New Vork 
Gregory & House, Cleveland 
Small & .Seiner, .New York 
Snialley. Levitt & Smith, Los .\ngeles (re- 
gional advertising) 
VanSani. Dugdale & Co,. Baltimore 
Booth. Mckery & Schwlnn. .New York 
Pat Patrick. Clendale. Calif. 
Jules Llpnit. .New ^'ork 
Earle Ludgin. Chicago 
llonlg-('ooner, San Francisco 
Hootli. VIckery & Schwlnn. .New York 
.Newell-Kmmett, .New Vork 
Joseph katz, .New \'ork 
W. B. Doner. Rochester 
Redfield-Johnstone. .New- ^'ork 
Gregory & House. Cleveland 
Don Mack. Los Angeles 
Manning & Russell, San Francisco 
Phil (tordun, Chicago 

Hunter, Los .\ngeles (West Coast advertising) 

Barlow, SvTacuse 

.Newby & Pcron. Inc. Chicago 

Courlland 1>. Ferguson. Washington. 1). C. 

.Albert Woodley. New- York 

Harrington, w'hiiney & Hurst. .San Francisco 

Bozell & Jacobs. Omaha 

Jere Bayard. Los .\ngeles 

Western. Los Angeles (national advertising) 
Duvls-llood, Los Angeles (national adver- 
tising) 
.Makellm, Chicago 

.Makellm. Chicago (national advertising) 
Richard .\. Foley, Philadelphia 
R. T. 0'(x>nnell. .New- York 
AIIUhI. Los .\ngeles 

Harrington. Whliney & Hurst, San Francisco 
Ellington. .New York 



lO West 52ii«l 

Continued 



these cards and I am sure that this type 
of promotion at least doubled the listen- 
ing audience for The Fishing and Hunting 
Club of the Air. From our own personal 
surveys we have found that this show 
is one of the most popular that we are 
now carrying. 

A. W. ViCKERS 

Commercial Manager 

WMON, Montgomery, West Virginia 



SUMMER READING 

I enclose fifty cents in stamps for one 
copy of the July issue of sponsor to be 
mailed to me at my summer address. 

Since I will be away from the office I 
do not wish to miss a single issue! 
Catharine Lewis Fassett 
Earle Ludgin & Company, Chicago 



RENEWAL-PLUS 

Please extend my subscription, and 
. . . congratulations on the excellent 
quality of your publication. 

Herbert G. Drake, VP 
Macfadden Piiblications'jnc, 
New York 



E.T. REPORT 

I was glad to see the advance copy of the 
June issue of sponsor and the intelligent 
and valuable story on the effectiveness of 
transcription programs. 

Robert W. Friedheim 

Manager 

NBC RadiO' Recording Division 
New York 

I have just finished reading with con- 
siderable interest your excellent story in 
the June issue of sponsor entitled It's a 
Transcription Year. Would it be possible 
for us to obtain 500 reprints of the article? 

I intend to send it out to our complete 
mailing list of everyone interested in 
syndicated programs. 
S. W. Caldwell 
Manager, Program Division 
All'Canada Radio Facilities, Toronto 

Just received your June issue. Very 
good. The transcription article on page 
22 is excellent. 
Fred Ziv 

Frederic W. Ziv Company, Cincinnati 



YOU MAY HAVE MORE 
ENDURANCE THAN A HORSE^ 




AND— YOU'LL NEED IT IN WESTERN 
MICHIGAN TO BEAT WKZO-WJEF! 



Tlie "radio harrier" peculiar lo lliis dislricl severely reduces 
ree«>|)li<ni of l)roa<lcasls origiiialiii^ oiilsi<le I lie area. Seieiilisils 
explain the eoiiditioii as possihly I he result of local nielallie 
de]iosils. 

So llie lisleuers in ihe area simply I uiic lo WKZO in Kalamazoo 
or W'JRF in (^raiKl Ha]iids lo {jel ihcir programs and iic\vs. 
The result is a Hooper Report that shows these tivo stations as 
standout favorites ivith the folks at home! 

If you would like ihc coniplclc report, jiisl write lo us or ask 
Avery-Kuodel, Inc. You'll find this eonihinalion hat* far 

more lisleuers than any ollu'r station or u«'lwork al any lime 
of the day. Broadcast over WKZO and WJEF and ycnir mes^sage 
completely covers Western Michigan. 

*In 192^, in London, a race between a mitn, George Hall, 
and a race horse, Hlack Jack, was called ojf in the fiJUi day 
ulien Hall was 15 miles ahead and slill gointj strong. 



WJEF 



IN KALAMAZOO I m GRAND-RAPIDS 



and GREATER WESTERN MICHIGAN 
(CIS) 



AND KENT COUNTY 
(CIS) 



^^^^fn'^ OVVNEO AND OPEBATtO ^^^^^^"^ 

OffOAOCASTlNC 

AUERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 
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-^ly name is Bl'DDV B 
program which will be relc 



Vc 



mON l/OTTEN" 



1 



BEAR. I'm the star of a new transcribed radio 
program which will De released simultaneously throughout the United States 
and Canada on September 8th. There are 78 ' |-hour open-end i)rograms 
in the first unit, for use .'i-tiines-weekly or 5-times-weekly. And the way things are shaping up, I expect I'll 
be on the air 5-times-wcekly for anywhere uj) to 5 years! 

But that isn't all! A major motion picture company will jjroduce and release 13 color cartoon shorts every 
year for 5 years one every four weeks. You'll be seeing me in theatres everywhere. As a cuddly (and rather 
handsome!) doll, I am being made for retail sale all over the world by Richard G. Kreuger, Inc. Boston Junior 
Deb Company, Inc., is making BUDDY BEAR Sportswear for girls, and has already won first award in an 
exhibit. 100,000 record albums of my songs have been produced, and will be sold in record shops every- 
where. Wooden pull-toys are being made by New Ashford Industries. And there will be a newspaper cartoon 
strip, drawing sets, soap, greeting cards, cereal bowls, boys' clothing, BUDDY BEAR Candy Bars, and a lot 
of other things, all manufactured for retail sale as BUDDY BEAR PRODUCTS. My radio i)rogram. 



"The Adventures of 
BUDVy BEAR" 




s the answer to those critics of radio 
who say that all radio makes children 
neurotic. BO-BO SKE DEETON 
DOTTEN! I never made anybody 
neurotic! I just have a lot of fun, and 
adventures, and get into some mischief, 
but I don't leave anybody hanging on 
the edge of a cliff! 

I've got a safety club, and a lot of 
original new premiums that go with my 
radio program — and the whole package 
is available on an exclusive basis to one 
sponsor in a city, at low cost on a 
syndicated basis. So — if you want to 
reach parents through children between 
the ages of 3 and 9 (a much neglected 
group as far as radio programs aie con- 
cerned) write, wire or phone niy eX' 
elusive distributors whose name you will 
find below. They'll send you samples of 
my programs, details, and rates. 

"80-80 SKE DEETON DOTTEN • 
That's BUDDY BEAR language which 
means, in this case, "BETTER GET 
ON' THE BAND WAGON NOW! ' 

Sincerely >'ours, 

BUDDY BEAR 




Kasper-Gordon, inc. 

140 BOYLSTON STREET, BOSTON 16, MASSACHUSETTS 



GUILd PROdUCTIONS 



or 

AMERICA 



PRESENTS 



2 NEW TRANSCRIBED MUSICAL PROGRAMS THAT HAVE 
EVERYTHING! TOP TALENT, SALEABILITY, NETWORK 
PRODUCTION, LISTENER APPEAL, NOSTALGIC TUNES! 
78 Vi-hour episodes (open-end) available in each series. Either 
series exclusive to one sponsor in a city 




As the pages in The Family Album are 
turned, and old familiar faces are seen, 
they bring to mind memories out of the 
past — some gay, some that touch the 
heartstrings. Gene Jones, whose rich 
baritone voice was heard over CBS coast-to-coast for years, is star of this 
new show. He is ably assisted by The Girl Friends, with Don Hicks 
(arranger) at the piano and Hal Freede at the Hammond. Room has been 
left for opening, middle and closing commercials with musical back- 
ground — but the middle spot is an instrumental number which may be 
used as such if desired, instead of fading behind commercial. Production 
may be continued to 260 episodes or more. 



w 



GLORIA 
CARROLL 






DISTRIBUTED EXCLUSIVELY BY 



When lovely Gloria Carroll, CBSongstress, 
starts singing "Night and Day," "Gelling 
Sentimental over You/* "Begin the Beguine" 
— and more than 200 other top tunes, you 
sit up and lake notice of the "glorious 
carrolling." And Frank Bell and The Bell- 
lones dish out rhylhmic arrangements that 
are something special. A quarter-hour oF 
music that's different From anything obtain- 
able in a library service — gives a sponsor a 
unique, DISTINGUISHED exclusive program. 



Kasper-Gordon, incorporated 



no BOYLSTON STREET ★ BOSTON, IS, MASSACHUSETTS 

THf OLDEST -■ AND ONE .OF IHE COUNTRrS LARGEST PRODUCERS OF SUCCESSFUL TRANSCRIBED RADIO PROGRAMS 
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Remember the 
story about. 





Mr. Sponsor: 





riifford It. Spiller 



Sales and Advertising Manager, 

Calumet-La France Division of General Foods 

^^elling is Clifford Spiller's major job and he recognizes broad- 
casting as the salesman's best tool. He also realizes that 
great corporations must have great social consciousness as well as 
make money. He's as aware as any station operator that the air 
belongs to the people (he phrases it "to the FCC") and he never 
permits this fact to be forgotten while supervising his broadcast 
advertising. 

A few years ago he changed a daytime program from a soap 
opera to an intelligent mystery only to find after 52 weeks that 
the new show was producing neither audiences nor sales. When 
he shifted back to the accepted daytime formula of heartaches 
and flowers, audiences and business started on the upward trend. 
The failure, however, didn't convince him that something helpful 
couldn't build an audience in the afternoons. He's now added a 
"constructive advice" session to each Wednesday's airing of 
The Second Mrs. Burton. His idea is that something positive 
must relieve the depressive over-all effect of the daytime serials. 
Thus far the talks haven't lost any of his Mrs. Burton audience 
and they have landed considerable newspaper space which should 
be translated into an increased audience eventually. 

Spiller started his business career as Associate Editor of 
American Goljer. In between this assignment and General Foods, 
he has been copy chief of R. D. Northrup Advertising Agency, 
director of marketing research, merchandising, and sales promo- 
tion for American Home, account executive of Federal Advertis- 
ing Agency, and National Sales Manager of Durkee Famous 
Foods. He's still a mi.xture of salesman and publication executive 
but he never permits selling and the editorial (entertainment) 
section of his shows to battle with each other. 



Keep your eye on 

WWDC 

IN WASHINGTON, D. C. 
AM and FM 

Rtprtitnftd Nofieno/fx by 

FORJOE & COMPANY 
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National Representatives: J. P. McKINNEY & SON, New York, Chicago, San Francisco 
JULY 1947 
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• Kids can tell Bulova before they can tell 
time. Mothers call Junior to supper by Uulova watch 
time. Even the Old Man wakes up . . ."courtesy of 
Bulova." And it's been that way for years and years. 

Does it pay off? Just check Bulova sales. Or 
ask them what they think of Spot Radio, which 
Bulova helped pioneer in 1927 ... 20 years ago. 
Here's tvhy. Bulova and the Biow Company, Inc., its 



agency, take this powerful selling force and move 
it fast . . . when and where they want it. They pick 
markets where competition is tough or where 
money is easy. They hit gift seasons hard every- 
where. And they sell the millions that buy . . . 
time after time. 

Spot Radio can do the same for you. Ask 
your John Blair man. 




Ollices in Chicato > New York > Oitroit > St. Louis > Los Angeles > San Francisco 
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Fall 1947 
local and 
placement 
other time 



will see more 
national spot 
than at any 
in radio's 27- 



year history. There are a 
number of reasons for this view. High 
among them is the fact that spot pro- 
gram availabilities for the first time parallel 
network presentations in quality. Not 
only are transcribed programs of net- 
work smoothness and audience appeal 
being offered but on nearly 1,000 stations 
tiiere are spot programs which are fed the 
stations by their networks in the form of 
cooperative shows — built by the net- 
works—sold locally by the affiliates. 

Transcription producers are matching 
their syndicated productions with the 
best in the field. Star names like Wayne 
King, Tommy Dorsey, Arthur Treacher, 
Eddie Bracken, Jim Ameche, George 
Raft, Ronald Colman and Ted Lewis, to 
mention a few, have their own programs 
on wax. And so do successful oldtimers 
like Singin'Sam. Local and regional spon- 
sors have top names available not only 
through network-produced local pro- 
grams but also on disks. Stations also 
are more program-conscious than they 
have been in many seasons. 

Another important factor on the spot 
side is the fact that with more stations 
operating it's possible to place a spot 
campaign advantageously in nearly every 
market. Sponsors are realizing that very 
quickly. The last tabulation before 



SPONSOR went to press indicated that 
three-quarters of the top 100 spenders in 
advertising would be using spot broad- 
casting this fall. Aside from the other 
reasons-why, one great soap merchan- 
diser put it as he sees it, "It's the only 
way we can pinpoint our advertising when 
we want to put pressure on a territory." 
That too is a vital reason -why when the 
spot index starts, as it will this fall, up. 



^^^^^^ V Numerically there'll be 

^^^rlWyiif more advertisers using 

>i^ULuJ network time this fall 
than at any time since 
1943, although many will be spending less 
money and buying less time than in the 
past. NBC will be solid commercial at 
night as usual. CBS will be somewhat 
ahead of '46 despite the fact that it does 
not appear to the trade that way. ABC 
will be far ahead of last season, having 
taken a number of accounts from its net- 
work seniors. Mutual needs a Bing 
Crosby at night to prove that it can gather 
high-rating audiences. Actually despite 
cries of a recession on network billings, 
the latter will be up from 10 to 20 percent. 

Fall will see the first big test of the 
webs in their attempts to regain program 
production leadership, a leadership which 
they voluntarily relinquished to the 
advertising agencies many years ago. 
If the packages which they are making 
available (see page 52) win top audiences 



and are kept within a reasonable price 
range, network broadcasting is in for a 
new epoch. 



^■I^^HH With industry entering 

^^^^^^Qll a buyers' market, fall 
will see an upsurge of 
broadcast advertising. A number of 
firms have made drastic cuts in their ap- 
propriations (Lambert, Barbasol, Bristol- 
Myers, etc.) but even these are expected 
to come back to the air in full bloom 
before the 1947-48 season is over. 

There will be a number of broadcast 
advertising failures this fall. That's 
because a number of firms are rushing 
into the medium, expecting it alone to 
cure their business ills. Radio doesn't 
function generally as a solo medium. It 
produces best when it's part of a compre- 
hensive campaign. While there are a 
number of success stories which prove 
that radio can carry the complete ad- 
vertising burden, this is not recommended 
as standard practice. 

Sponsor's "over-all" industry report 
in this issue touches on many facets of 
the broadcast business frequently ignored 
— marginal time, program ratings by 
types (and their costs), current status of 
FM, TV, and FAX, block programing, 
and a detailed report on what appeals 
to the listening public in contests and 
giveaways. 
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Sponsor Check List 

Il4»\v l4» I\s4» Itr4»!i4l<;!is( All vor 1 



1 

— 


Determine what broadcast advertisins is expected to 
do for your organization. * 

a. Force distribution 

b. Move product oK shelves 


c. Lend prestige to product 


d. Build brand name acceptance 


e. Build dealer-manufacturer relations 


f. Impress stockholders 


3. Improve employee relations 


h. Supplement printed media advertising 


i. Carry organization's primary advertising burden 
' r/ie nine items cover general requirements of manu- 
facturing and sales organizations but each organization 
has its own peculiar problems. These must be ascer- 
tained in advance or else any advertising campaign 
will probably fail. 


o 
3 


Determine territorial coverage desired. 


Centralize responsibility for broadcast advertising. 


4 
5 


Working with your organization's advertising agency 
select the broadcast form (spot or network) to carry the 
campaign. 


Build or buy the proper program or spot to reach the 
market for the product being sold. 


6 
7 
8 

9 
10 


The program and stations or network being selected, 
hold conferences with your staff $0 that the entire 
organization knows the broadcast campaign and its 
objectives. 


Hold district meetings with your sales staff, briefing them 
on the broadcast advertising campaign. There should 
be preliminary meetings during which ideas of the sales 
staff in the Field are obtained on the campaign. 

Set up a public relations conference with network or 
station publicity men, your organization's publicity 
department, agencies' press staff, independent pub- 
licity relations' men of talent and perhaps package 
owner publicity men. ' 

'Working as a team these men can increase the audi- 
ence of any program. Without organization and co- 
operative operation waste through duplication of 
publicity material is inevitable. 


Establish a publicity plan for the campaign. 


Make certain that everyone involved knows the person 
in the organization who is responsible for your broad- 
cast advertising.* 

'That executive must be briefed on not only what the 
broadcast is supposed to accomplish but the public 
relations aspects of the program. 



11 


Make certain that talent pictures, biographies and full 
program details (week-by-week details) are available to 
everyone requiring them. 


12 


Plan tie-in advertising, point-of-sale material, dealer 
mailings.* 

*Corre/af(on all advertising activity with broad- 
casting pays substantial dividends. 


13 


Plan the program debut as a show, not as an opportunity 
for organization executives to discourage listeners 
through long talks. 


14 


See that effective on-the-air promotion of program starts 
at least two weeks before the program makes its bow.* 
'Free network and station time is available but many 
advertisers are finding it productive of sales and in- 
creased audiences to buy spot announcement time to 
supplement what the stations and networks do. 


15 


See that a complete promotion kit goes out to stations 
(if yours is a network program, the web's publicity de- 
partment will work with your agency and your . dvertls- 
ing manager on this). 


16 


Design a dealer and distributor promotion kit on the 
program.* 

'Make certain that the material does not duplicate that 
which network stations will use for the same purpose. 


17 


Once the program has started to build its audience, 
travel it if feasible. 


18 


Formulate plans for continuing promotion. Only 
through week-in-week-out exploitation can a new 
program really be sold to its full audience. 


19 


Tie program in with all merchandising and advertising 
plans. 


20 


Make certain that everything that is done promotion 
wise — guest stars — special exploitation reaches the 
publicity departments of the stations and networks in 
time for them to obtain newspaper space. 


21 


Plan mail-pulls (contests and give-aways) far enough in 
advance so that they may be merchandized at the 
point-of-sale as well as on the air. 


22 


Don't forget to write "thank you" to the stations that 
make promotion reports On your program. 


23 


Where possible have product packaging include refer- 
ence to the program. 


24 


Check newspaper reaction to the program." 
'A special press clipping order is broadcast advertis- 
ing life insurance.' 




Broadcast advertising is a living thing; it requires 
broadcast-by-broadcast watching, nursing, cultivating. 
It's a product that is being sold as well as one that is 
selling for you. Broadcasting has to be worked at and 
with to return full dividends. The easy way is the 
non-productive way. 
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Radio's 
MM Growing Segment 



Top spot prograiiijs now 
available for sponsors 



T ocal programing will be in full swing 
this fall. During the war it was 
practically impossible to secure talent, 
dramatic or musical, and the result was 
evident in stations' using more network 
and syndicated material than ever before 
in the history of broadcasting. It isn't 
only that local talent is now available but 
also that a competitive situation has 
already developed in a number of areas 
which is forcing stations to realize that 
they'll have to fight for their audiences. 

Little Theaters all over the nation, sus- 
pended for the duration, are back in busi- 
ness and many of the young disciples of 
Thespis plan to take a fling at micro- 
phonic dramatics. Singing schools are 
discharging their first big postwar classes 

JULY 1947 



and these vocalizcrs will be storming the 
doors of station program directors. 

The raw material and the need for 
using that raw material will be present at 
most local stations. Station representa- 
tives are already noting an influx of new 
program availabilities. They had ex- 
pected a return of "Man on the Street" 
broadcasts, more studio quizzes and more 
home audience participation programs, 
but plenty of others are being offered. 

The big problem is to interest national 
sponsors in local programs. Most users 
of spot have become conditioned to using 
spot announcements, not programs. In 
some cases, although sponsors haven't 
become too aware of this, it's far more 
economical to use spot programs than 



spots. Especially is this true where it's 
possible for the national sponsor to 
employ the services of an important Little 
Theater group. Such a group may fre- 
quently include the mayor and many of 
the town's noted citizens as actors. 
Sponsorship of a group like this on a 
twice-a-month basis will bring a national 
sponsor as much local advertismg as an 
entire strip of spot announcements. It's 
naturally simpler for an agency to buy 
announcements. To select local pro- 
grams in all the markets in which a 
national sponsor desires coverage is a 
tedious, almost endless job. It does, 
however, pay dividends. 

Two sponsors are laying plans which 
will permit them to buy local programs 
on a national basis without the timebuyer 
involved going more than slightly crazy. 
One will sponsor the outstanding local 
quizmaster and will run a competition to 
determine the nation's outstanding 
quizzer. This campaign may not ge^ 
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under way until spring, although the 
sponsor would like to get it started by 
(Xtober. There arc, it seems, a number 
of opi-rational problems which h;ive to be 
solved first. 

A second sponsor will underwrite a 
seriesof broadcasts of Little Theaters in 20 
markets, with an annual award being 
planned for the group which is voted out- 
standing by its listeners. Here, also, 
o|X'ratioiial problems m;iy prevent the 
campaign's being put into operation 
before the sprnig season. 

In both cases the sponsors have been 
looking for a fornniia whicii will enable 
tliem to roach certain markets intensively 
and economically. They want a program 
which will have the appeal of Quiz oj Two 
Cities (April sponsor) without a two-city 
complication, although they don't under- 
estimate the appeal of the Al Buffington 
production. 

Spot programing has been made easier 
this fall with the availability of network- 
quality transcribed programs by a num- 
ber of transcription companies. In every 
category of programing there's a recorded 
series available which will do a top-rank 
audience building job. Some sponsors 
want to know what is being aired for 



tliem and in their cases e.t.'s are the 
answer. They can hear just what they're 
buying on e.t.'s. 

In the past there just haven't been any 
productions like Cowan's Smiths oJ Holly- 
wood, Ziv's Favorite Story, Paragon's Mr. 
Ace with George Raft, Kermit-Raymond's 
Eddie Bracken or Chartoc-Colman 's Ted 
Lewis Show, to mention five outstanding 
new productions, available for local spon- 
sorship. These e.t.'s make it as easy to 
buy a top program locally as it is to buy 
a S[x>t announcement. The production 
organizations behind these shows are 
promotion-conscious and are prepared to 
merchandise their shows just as though 
they were live. 

This fall there's actually nothing to pre- 
vent a national sponsor's buying the mar- 
kets he wants on a local basis. Even the 
networks make that simple with their 
cooperative shows (see report on network 
cooperative programs in this spot sec- 
tion). 

The spot program has grown up. What 
any good station can offer compares 
favorably with national network material. 
Broadcasting has left another milestone 
behind. 



MiIIhiiis will eiMitiiiiie 
tu lio spoilt III broaik^ 



Since more than 50 per cent of all 
the money spent by sponsors w ith local 
stations comes directly from the 20 sec- 
onds between network or local programs, 
this minute portion of time is of vital im- 
portance to the nation's air advertisers. 
It's also the period about which very 
little is known except in results by the 
men who spend their advertising money 
in it. 

Only the Ed Petry station representa- 
tive organization has tried to find out 
consumer reaction to these little bits of 
advertising. The Petry org.anization dis- 
covered that listeners do remember spots, 
and, while the first report figures were 
inflated, the actual facts were still amaz- 
ing. Spot availabilities between top- 
rated network progr.inis are the most 
sought-after time segments on the air. 
The spots between these programs con- 
tribute to the flood of advertising copy 
between programs and the networks are 
constantly seeking ways and means of 
making this .-filing mort ellective and 
less overwluiming. It's just a question of 
time before network programs move their 



advertising copy away from the beginning 
and end of their entertainment vehicles 
and the stations themselves will limit the 
number of station break spots they'll sell 
in any one hour. 

This means one thing of course, station 
and network break time will become more 
expensive during the years ahead. There 
will be very little change in rates during 
the next year but there will be plenty of 
pressure on sponsors to eliminate irrita- 
tion copy in chainbreak time. Agencies, 
feeling the need of making an impression 
in a microscopic time segment, ha\'e re- 
sorted to everj thing from bomb noises to 
insults in order to obtain attention. 

Amaring though it may seem, the most 
successful sfTots have been neither insult- 
ing nor irritating. The Pepsi-Cola jingle, 
the Chiquita Banana song, and the 
Paradise Wine tunc have all been good 
enough so that they've been the basis for 
songs that have become popular. When 
the Pepsi-Cola singing s(X)t was refused 
by the AVu' York Tunes station WQXR, 
the agency got around the problem by 
placing the S|.x)t without words. The 



station naturally couldn't refuse to accept 
a spot with just music and no selling. 
Pepsi discovered that its jingle was well 
enough established so that the listener 
sang the jingle words himself when the 
music was played. The consumer went 
commercial. 

Although the big spenders in the spot 
field are more reluctant to talk than any 
other group of air users, it's known that 
more than a dozen advertisers will spend 
over $1,000,000 each in spot placement 
during 1947 I94S. Among these will be 
American Chicle, Procter and Gamble, 
and Miles Laboratories. The big five 
cigarettes (Lucky Strike, Camel, Chester- 
field, Philip Morris, and Old Gold) will 
each spend from $500,000 to $1,000,000 
in the station break spot field. 

Since the spot field is a very fluid one 
any number of other advertisers may be 
in the half million or better class when 
the next season's records are compiled. 
B. B. D. & O. and Young and Rubicam 
have station break campaigns in the de- 
velopment stage which they feel will work 
sales magic without irritating. Both, for 
the first moment, sound as though they'd 
turn out plug-ugly but within a few 
seconds entertain. One produces smiles, 
the other makes the listener think, Both 
have a minimum of sales copy but do 
reason-why selling that isn't apparent 
without the spots' being put under the 
microscope. 

Station breaks in TV have thus far been 
devoted to time and weather. Six users 
of television time this fall will try station 
breaks for the first time sans weather or 
time. DuMont has had the most breaks 
to date, being the only station operator 
that has been willing to try direct selling 
via the medium. It has tried selling pipe 
cleaners and a fish scaler-and-cleaning 
knife. The results on both have been 
interesting although the spots themselves 
haven't used too effective copy. There's 
a great unexplored field in station breaks 
in TV that will get a going-over during 
1947- 194S. There are going to be 
more TV stations on the air during that 
period and some of them, wanting to cut 
down operation losses, will find the way 
out to be building their own programs and 
selling spots between entertainment seg- 
ments. 

1 rritatioii is usually employed by adver- 
tisers when the creative font is at a low 
ebb. There are too many new agencies 
and account executi\'es in the advertising 
agency field this fall for any established 
agenc)' to take a chance on losing an 
account. 

As one radio executive said kiddingly, 
"Why irritate, light an ." 
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Sfuns really do not have to be objec- 
titniablc, irritating, or heavy-handed in 
their sC'Hing. They may be treated for 
nU tht- ^'orld like any other commercial 
cfnie si?i;tiient, part straight commercial 
and part entertainment or infomiation. 
Thi- siJijEing commercial is in theory a 
pitjgrara s[X)t. It only steps out of tliat 
category when the lyrics are objection- 
fib k- Tlie heiglit of good singing program 
spots ;ine unquestionably the Chiquita 
Sfinaita informational yet delightful tune 
twistiiiss. Not only do the banana selling 
spots intrigue, but public service spots 
Willi tlie same tune, paid for by United 
Fruit, gave a lift to European relief. In 
[he same public service realm are the 
anti-racial hate sfK)ts paid for by station 
WNEVV and released free to stations all 
over the nation. WNEW's two series of 
sirigin^ commercials, dedicated to selling 
America on "true freedom," are credited 
with doing more for liberal thinking than 
any other campaign yet conceived. 

Program spots run the gamut of enter- 
tainriit'Tit, There are comedy spots with 
the pay-off line the commercial. There's 
the qui; type of spot frequently done in 
T9fo (Mie-minute broadcasts, usually with 
a day tetween the question and the 
answer. In some cases where telephone 
rtspcuisc is desired the question and 
wiruier-announcement-answer broadcasts 
arv only hours apart. Typical of these 
Last are So You Think You Know Fashion, 
Wko Is It?, and Crime Quiz. There are 
ga^ spijts, time spots, weather spots, and 
household hint spots. The weather spots 
were covered in June sponsor. Time 
spots are just what the name indicates, 
sen'icc spots that give the listeners the 
cKaci tiine. Household hints are like 
Hsirrj' £]o(idman's Helpful Harry which 
advises, aitiuses, and sells. 

Prograjn spots, like all spots, are 
hand ted [ive (most quiz programs have to 
be Sivc), or via e.t.'s as weather, helpful 
hints, gag, and whodunit spots are usually 
pitstnted, 

The success of Chiquita, Weather 
Jinjjles, Pepsi-Cola's nickel jingles is 
slighily fantastic. The first is reselling 
die U. S. A, on bananas. The second is 
selling all types of retail business region- 
ally and locally. Pepsi's jingling is said 
ED have been outstandingly responsible 
for Pepsi's becoming Metropolitan New 
Vork's number one cola drink. These 
tliree aJI inform or entertain. They are 
disiinct from [he irritating straight com- 



mercial or even from the irritating version 
of program spots. They achieve a selling 
impact for the sponsor not only because 
of tlie sales message but because the spot 
itself entertains and creates good will 
aside from the selling. Just as with 
sponsorship of regular full-length pro- 
grams, the entertainment feature and 
the selling feature have equal bearing on 
the final advertising results. 

Program spots, while most effective for 
the national advertiser if created ex- 
clusively for the sponsor, are available 
syndicated in both script and transcribed 
form. Syndicated they permit local or 
regional promotion without the cost of 



recording or preparing special continuity. 
Even when specially recorded, although 
costs have gone up, they are still inex- 
pensive enough to justify their being 
made for regional coverage. Any number 
of regionally-distributed products have 
had special spot campaigns recorded for 
them. A wine company increased its 
business 200 per cent in Florida with one 
campaign. A candy company in the 
Middle West increased its retail outlets 
1,000 times (previously it had limited 
distribution) with a program spot which 
is still identified with the product al- 
though it's been off the air now for well 
over a year. 

The program spot is the broadcast ad- 
vertising answer to the problem of the 
advertiser who has a limited budget and 
still wants his advertising to reflect pres- 
tige as well as sell. 



differ f riiiii 

Very little has been known generally 
about marginal time listening. There are 
likewise more local success stories about 
commercial presentations in these hours 
than in any others, because on powerful 
stations it's usually only marginal time 
that can't be preempted by a network 
or sold out from under the IcKal adver- 
tiser for a number of other reasons. In 
1947 marginal time includes those pe- 
riods when rates are low because theo- 
retically audiences are low also. It does 
not include prime broadcasting hours 
which are retained by stations under 
present network contracts (non-option 
time). Each network has a different 
group of hours in its contracts over which 
it has control or "first call." Networks 
also have coast-to-coast programs on 
hours that are not theirs by contract. 
Most network affiliated stations have the 
hours from 6 to 8 p.m. and various daytime 
hours clear of network commitments. 
These periods are not, however, marginal 
time slots. Most sponsors are unaware 
of the existence of these marginal hours. 
They're beyond the coincidental tele- 
phone rating hours and only A. C. Niel- 
sen's audimeter type of recording listen- 
ing can and does report sets-in-use and 
station tuning information for these 
hours , . . before 9 a.m. and after 
1 1 p.m. 

Marginal time is of two varieties, the 
about-to-go-to-sleep periods and the get- 
ting-up hours. It has in the past in- 
cluded two choice segments, the 1 1-1 1 :30 



hiliiig liailiif !>< 
other lioiir^ 

p.m.* half hour and the 7-8 a.m. hour. 
Credit for making sponsors conscious of 
the 11-11:15 p.m. impact goes to station 
WOR in New York, whose 1 1 p.m. news 
at an early date in commercial broadcast- 
ing was found commercially effective by 
Hoffman Beverages and Bond Clothes. 
Following the pattern set by WOR, hun- 
dreds of stations in metropolitan centers 
throughout the U. S. scheduled news 
summaries at 1 1 and promptly sold 
them. While the available audience at 
that hour does not compare with the 
10 p.m. availability it's big enough for a 
sponsor to sell to, and what's vitally 
important, the turnover at that time is 
much greater. The 1 1 p.m. audience 
differs more day-by-day than the audi- 
ence at nearly any other hour. The early 
morning audience, for instance, differs 
little day by day, the habit of listening 
at that lx)ur being established and the 
radio being used for specific reasons 
easily charted. The 11 p.m. audience, 
however, is composed largely of people 
who do not normally stay up but have 
stayed up the specific evening on which 
they listen for any one of a hundred-odd 
reasons. The number of homes having 
their radio receivers turned on during 
January 1947 between the hours of 11 
and 12 p.m. were over 20%. This naturally 
doesn't compare with the sets-in-use be- 
tween the hours of 8 and 10:30 p.m. but 
the cost of time and talent for this 
period is only a small fraction of what 
they are during the peak listening hours. 
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The 1 1 p.m. audience is larger by f,Tr 
than the e.'irly niorninf; which, according 
to A. C. Nielsen, was 14.9 per cent of 
the NRI homes (Nielsen l^adio Index 
families, whicii while not a perfect cross- 
section of American radio liomcs are 
nevertheless representative of a large 
part of radio America). 

As indicated in the report on After- 
i\tidiiight Audience (May 1947 si>onsor), 
practically everybody listens late at 
night at some time or other during a 
normal month. That is more evident in 
the II to 12 p.m. hour than it is after 
midnight since more people are available 
at the earlier time. 

Indicative of what makes Mr. and 
Mrs. Metropolitan America dial in the 
early mornings is the survey of listening 
habits of New Yorkers made for station 
WNBC by The Psychological Corpora- 
tion. The survey covered listening habits 
in four New York counties (Richmond 
County was excluded) and two New 
Jersey counties, Hudson and Essex. 
Peak early morning listening proved to 
be between 7:30 and 8:30 a.m. (nation- 
ally the hour begins 30 minutes earlier). 

Listeners to early morning programs 
for the most part turn on the radio 
themselves; 70.1 per cent in the Psycho- 
logical-VVNBC survey indicated this. 
Seventy-three per cent of the women 
who listen turn their receivers on and 
66.2 per cent of the men who have their 
radio ears cocked for sound throw the 
switch. Only 29.9 per cent of the total 
listeners listen to a radio that someone 
else has turned on. 

These listeners for the most part want 
to hear just one station, 83 per cent dial- 
ing only one station during the four 
hours from 6 a.m. to 10 a.m. During 
the same period 15 per cent dialed two 
stations. Only 3 per cent dialed three. 
Habit plus jjick of time force most early- 
morning listeners to pick a station and 
stick to it. 

Peak early-morning listening is while 
the family is eating breakfast, with those 
who listen while doing housework run- 
ning a close second fmen admitted doing 
housework too). Naturally there's a 
sizable audience that listens as it dresses 
but it's less than one-third of that which 
lends an ear as it breakfasts. 

News naturally is the first reason for 
listening, with weather reports and time 
signals having a vital part in sleepy- 
eyed radio dialing. If there's any one 
kind of program that the New York 
listener likes (and in this, Dr. Whan's^ 
and other surveys indicate that he's not 
much difTercnt from Mr. Iowa or Kan- 
sas! it's programs of old musical favor- 



ites. Listeners can stand more dance 
music than is currently aired but less of 
marches or band music, religious music, 
talks, and philosophy and readings. 

While listening generally parallels avail- 
ability (people at home and handy to a 
radio receiver) there consistently seem to 
be less than half the available families 
who turn on their receivers. This indi- 
cates an area of programing which may 
be explored to increase listening during 
a.m. marginal hours. Certain hurdles 
present themselves to sponsors who would 
like to reach that non-listening a.m. 
audience. First, radio set owners have 
to be sold the night before on turning 
on their radio receivers, through on-the- 
air promotion or newspaper advertising. 
There's little doubt but that personalities 
in the early a.m. can and do increase the 



size of the audiences. Ben Hawthorne 
did that for years on WTIC, Hartford, 
Conn, (for G. Fox, department store) 
and Arthur Godfrey was next to "news" 
in popularity when The Psychological 
CorporatFon survey was made in New 
York. Most early-morning programs are 
station-built but there's a wide-open 
programing field for the sponsor and his 
agency. 

Habit is a great factor in all radio 
listening and it reaches its heights in 
listening motivation in the marginal 
hours, before 9 a.m. and after II p.m., 
periods that are wide open for sponsors 
in which to create new buying desires as 
well as listening. 

*I)uring earlipr years oj broaJratling lhi» period ejc- 
lended Jrom 10 p.m. 

ihr. Whon makef\antiuiit tufrrys of loiru and KatiMat 
lixirning. 



Guesswork is skippeil 
with block-pro^ raiiiiuji^ 



Independent stations throughout the 
nation have discovered that one way to 
snare an audience, despite the great pro- 
grams that networks bring to the nation's 
small towns and non-urban areas, is via 
block programing. When in the mood for 
music, listeners all over America usually 
know where there's a local station over 
which they can find what they want. 
One of the earliest stations to adopt a 
block programing format was WNEW in 
New York, although it did not call it 
block programing then. The fact that 
station WNEW had that noted pitchman, 
Martin Block, under contract helped the 
station's block programing formula along 
to profit. The men who worked with 
Block left the station eventually and 
went forth to sell the cause of block pro- 
graming and disk jockeys. Doug Arthur 
went to WIBG in Philadelphia to start 
his "King Arthur " clubs. Paul Brenner 
took his record palaver to WAAT (New- 
ark, N. J.) and Stan Shaw went to WJZ 
(New York). These are just a few of 
those who personally took the formula 
whicii Block developed so successfully at 
WNEW and helped to build listening for 
stations and sales for their sponsors. 

Although Martin Block is credited gen- 
erally as being the most successful ex- 
ponent of block piograming, the similarity 
of names is just an accident. Block pro- 
graming or mood programing as it's 
called at the networks is simply pro- 
graming for one type of listener over an 
extended period of time. The skein of 



soap operas in the afternoons which holds 
a steady group of dialers, program after 
program, is perfect block programing. 
NBC's Tuesday night "big four" comedy 
group, Amos 'ii' Andy, Fibber McGee & 
Molly, Bob Hope, and Red Skelton, is per- 
fect block programing — programing 
through which Date with Judy and Milton 
Berle, which precede this two-hour block, 
are trying to profit. Judy, while comedy, 
is not in the fast-moving league of the 
other programs and thus far has been 
able to capture only half the audience of 
any of the "big four." 

A very important question is just t'ow 
big a block should be used to hold an 
audience. NBC's soap opera block runs 
four hours, from 2 to 6 p.m. CBS' day- 
time serials run from 11:45 a.m. to 3:15 
p.m., with two minor breaks in mood — 
Wendy U'arreii and the News at noon, 
where Kate Smith formerly held forth, and 
Perry Mason at 2:15 p.m. Wendy is part 
daytime dramatic strip and part news, 
and while Perry Mason detects, his cases 
arc usually such as will appeal to the 
housewife. MBS has a little block all its 
own on Sunday afternoon, a whodunit 
cluster which starts with House oj 
Mystery (a juvenile cliff-hanger), con- 
tinues with True Detective Mysteries and 
The Shadow. Then MBS loses its arm- 
chair detectives with Quick as a Flash 
and lliose Websters. A goodly portion of 
the crime fans return to Mutual to hear 
Nick Carter. This retnm of the air's 
scekers-after-mystery is unusual, for 
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EDDIE CHASE, emcee of the 
"Make Believe Ballroom" — one 
of the most listen -able and pro- 
duce-able shows in radio. 



SUPER SALESMAN 



the most modest claims e\'er made iiortli of tlie border. Eddie's "Make Belie\'e Ball- 
room" in ten >ears lias sold everythinjj from automobiles to potato chij^s ... in quantities 
that has earned him the justifiable title of The Detroit Area's Top Salesman. » » » I lis 
smootli knack of \vea^•ing a sales punch tlirougliout a carefully picked musi&al program 
is a tried-and-terrific formula . . . for sponsors and listeners alike. "Make Believe Ball- 
room" over C'KI-W is more than jusl a disc sliow ... it is a daily and Sunday institution 
in America's Second Market! » » » Why not get yourself a share of Eddie Chase, while 
there's still time? 




DDIE Chase calls liiniself a "disc jockey," but that's one of 
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iiiirni.illy wlien a block of projininis is 
inicrriiptcd by a show that's not in the 
bliK.k m<KKl, the aiiclicncc is lost for hours. 
Apparently Mutual wins them hack bc- 
Ciiusc- the listeners have no other programs 
on which to expend tiitir talents at trying 
to oLitjiuess the ;iir's detectives. 

While most block programing is verti- 
cal, one program after another, horizontal 
block programing is also vitally effective 
in holding audiences. The daytime strips 
prove this as did iAiiios "n" Andy and Kate 
Smith years ago and Cliesterficld Supper 
Club today. The same type of program 
at the same hour every night cuts down 
the time required to develop the habit of 
listening. Again WNEW is into block 
programing with both feet, with a half' 
hour mystery every night at eight. Being 
a very profitable operation for both the 
station's owners, Arde Bulova and Milton 
Blow, and its advertisers, the station is 
building that horizontal audience first 
before extending and selling it. There's a 
strong feeling among program builders 
that the whodunits every night will give 
the competing 19 stations in the metro- 
politan New York market a run for their 
audiences. 

The old idea of giving an audience 
something of everything during an 
evening made sense but audience surveys 
have proved that it doesn't build listening. 
One m>-stery builds up the yen for an- 
other. One hot band develops the mood 
for more popular music. One modem 
melodrama makes daytime listeners want 
to hear more of the same. 

In another fashion newspapers have 
discovered that block designing of their 
publications has increased circulation and 
intensity of readership. The S'eiv York 
Times for years avoided having its news 
of interest to women in any one section. 
Then it decided to try a page of women's 
features. Proof of increased readership 
by women was almost immediate. Sports 
news is always in one newspaper section as 
is news of the theater and business. 
Attempts at putting something for every- 
one on each page of a newspaper have 
f;iiled time and time again. The human 
mind, in reading and listening, seems to 
enjoy being in a consistent mood. 

Block programing fits perfectly into the 
buying of time. When a sponsor or his 
agency knows that a station has been 
programing popular music for an e.xtended 
stretch of time and in addition has rating 
iiilonintuin to prove that the station has 
an audience for its stretch, buying is made 
>imple. Worcester's WTAC has always 
been promotion-minded and witii the 
backing that the Worcester Tclegrom & 
Cazche gi\ e-i it has dominated its market. 



The 25-point sponsor check 
list (page 1 8) is your radio 
advertising life insurance 



As a CBS outlet, it's constantly giving 
network programs as high as 50 per cent 
more audience than the same shows snare 
nationally. Last December a new station, 
W'N'EB, came into the market without a 
network affiliation. B> June of this year 
it had gathered 25 per cent of the morning 
audience, a little under one-third of the 
afternoon listening, and 13 per cent of the 
nighttime's. The last seems low but it's 
ahead of listening to KBC's outlet serving 
the area, WBZ of Eioston. In six months 
it's the number two station in Worcester. 
WNEB is programed 100 per cent block. 

Up in Canada Jack Cooke bought a 
station in Toronto in 1944. Canadian 
listening is even more faithful than any 
in the U. S. A. Toronto had two stations 
that in 1944 had been on the air 17 years 
CBL and CFRB) and one (CJBC) that 
had been on the air eight years. Cooke 
decided to block-program CKEY, to give 
listeners what a check determined 
they w'anted to hear. The station's 
growth in the past three years has not 
only been the talk of Canada but any 
number of independent station owners in 
the U. S. have visited with Cooke to learn 
the block programing secret. 

Powerful WCKY (50,000 watts), Cin- 
cinnati, because of .tn unusual set of cir- 
cumstances decided in 1944 to go it alone. 
Having been the local CBS outlet for 
years and having that network's pro- 
grams shift to another local station re- 
quired herculean promotional and pro- 
graming efforts to hold an audience. The 
owner, L. B. Wilson, was a showman 
before he became a station operator. He 
decided not to buy "big" names but to 
block-program. Results have been that 
despite a strike at the station it has held 
a sizable share of the audience of Ohio's 
Queen City. What's happened in Tor- 
onto, Cincinnati, Worcester, and New 
York has happened all over the nation — 
in Memphis, Hartford, and Los Angeles 
to mention a few. 

Networks discovered the piinciple for 
the first time when CBS President Frank 
Stanton, then research head of the chain, 
announced some of the results of their 
diary studies. He called it "mood pro- 
graming" and pointed out how station 
after station lost its listeners and had a 
tough time finding them again because a 



program not in. keeping with the mood of 
a number of programs in a block was put 
right in the middle of such a group. 
Columbia controlled-and-operated (C&O) 
stations almost at once began to adjust 
their schedules. The other networks at 
first scoffed at but later tried the mood 
idea and discovered that one of the 
reasons why certain nights on the net- 
works had been so big in the past (in 
audiences) was because of block program- 
ing. NBC went to work to sell the F. W. 
Fitch organization on putting comedy in 
what had in the past been only a band 
program {Bandwagon) in between two 
great comedy shows (Jack Benny and 
Charlie McCarthy). Both Fitch and the 
programs on both sides of the Bandwagon 
profited. 

ABC went to work on Friday nights, 
with Lone Ranger, Fat Man, Your F. B. I., 
Break the Bank, and The Sheriff. Only 
Break the Bank wasn't in the block mood 
but it was a fast-moving money show and 
that usually holds a whodunit audience. 
The result has been that ABC is fre- 
quently first on Friday nights, losing its 
audience only at 10 p.m. (est) when 
ABC's Gillette boxing bouts takes over. 
NBC picks up that audience with Sterling 
Products' Mystery Theatre.. 

Just putting a bunch of mystery shows 
together isn't the block programing 
answer. The programs themsel\es must 
be good to start with. However, these 
same programs all by themselves fre- 
quently would find it hard to draw a top 
audience. That's true also of disk jockey 
programing. The choice of the disks, the 
spotting of the talent on the platters, tne 
mood of the continuity (Block has con- 
sistently refused to handle canned com- 
mercial continuity to make certain that 
the selling is in the mood— his mood— so 
that he can handle it w ithout losing his 
listeners) all are important. 

Good shows, block programed, are an 
almost certain formula with which to 
build an audience receptive to sales mes- 
sages. It s a prescription that is used fre- 
quently by a timebuyer wheii he has no 
other index of station popularity. 

Stations also find it good fun all s fair 
in snaring an audience — to steal an audi- 
ence by block formula. When one station 
changes its mood another can take an 
audience awaj' from it and frequently 
does. The station that fractures its block 
booking is usually "forced" to do it by 
ha\ing a sponsor insist on a show that 
doesn't belong with the other programs, 
or else its block has run as long as it feels 
wise for maximum productivity. 

The wise station is refusing, when it 
can, tiiat out-of-the-mood program. 
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SPONSOR 



TriiiiNi^rilieil ^lio\v!i» this 
fall he^l ill raiilui lii^iiiory 



While there's no commercial job in 
radio broadcasting that transcriptions 
can't do (June sponsor) the niche which 
they fill most completely is spot. Today 
there's an open-end transcription for 
practically every need. Harry Goodman, 
for instance, has program spots for just 
about any sponsor. His weather spots are 
now really famous to such a degree that 
they obscure his equally productive Con- 
gratulations (one for every birthday in the 
year), musical time signals, Lookint^ 
Ahead — ^30 seconds of new inventions for 
the "forward-looking sponsor" — and a 
host of others. 

What Goodman is to the announcement 
spot user, Frederic Ziv is to the user of 
top-ranking programs. His Barry Wood 
Show, Wayne King Show, Easy Aces, 
Ronald Colman's Favorite Story, give the 
users of spot programs a wide choice of 
vehicle. Lou Cowan is fairly new to the 
transcription business but he also has an 
e. t. catalogue that runs the gamut from 
disk jockey to the all-star Smiths of 
Hollywood. Cowan also has something 
for everybody. For the juvenile audience 
there's Red Ryder and The Virginian. 
For the sports fans Cowan has Joe 
McCarthy Speaks and for mystery lis- 
teners he has Murder at Midnight. It is 
in the whodunit category that the tran- 
scription organizations really shine. 
That's because there's hardly a single 
mystery, live or otherwise, that doesn't 
land a sizable audience. From The 
Shadow and The Avenger of Charles 
Michelson through Ziv's Philo Vance, 
Boston Blackie, and Manhunt, NBC's 
Five'Minute Mysteries, Haunting Hour, 
and Weird Circle, all the available thrillers 
have proved audiences and few records of 
advertising failures. 

Besides the long-tested material there's 
Paragon's Mr. Ace, Chart oc-Colman's 
The Ted Lewis Show, Kermit-Rayniond's 
group of open-end material, to mention a 
few of the newly-transcribed availabili- 
ties. Sponsor's list of transcribed pro- 
grams in the Fall Facts edition covers only 
those programs which are in current pro- 
duction — as of July 1. This docs not 
indicate that the productions in stock are 
any worse or better than current produc- 
tions but rather that these "standards," 
so to speak, are known to most agency 
and sponsor radio men and need not be 
reported upon at this time. 

As more and more advertisers turn to 
open-end transcriptions, broadcasting will 



have an expanded opportunity to prove 
itself. Transcriptions have removed the 
dead end from the radio advertising road 
of regional sponsors and national spon- 
sors who have a local job to do. 

They do not replace the need to pro- 
mote broadcast programs. It's even more 
dangerous to stick an e.t. on a station and 
let it run than it is to put a live show on 
an outlet the same way. That's because 



it's easier for a station to do nothing about 
an e.t. than it is to twiddle thumbs when 
there's a live program or a network com- 
mercial being scheduled. A local live 
show just naturally raises the temperature 
of station activity. Stations like "to make 
a showing" on network programs too. 

Ziv, Cowen, NBC-Radio Record- 
ing and most other good transcription 
producers build promotion kits for each 
of their shows. Outstanding among these 
is the kit that Kasper-Gordon has de- 
signed for the Buddy Bear juvenile series. 
It has everything, even a miniature Buddy 
Bear himself. 



THE^ tf HftQlPlR-RATED PROGRAMS 
IN WORCEmR ARE ALL ON WTAG* 
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k TRANSCRIBEi 




.,TE STORV CHOICES Of^ oHtR 




I"»'e, "firs, lady of H 

Spade" on the nehvort ^uff, "So^ 




STdXiES 



THE B£5T-KNOWN, BfSMOVfO $TO»lfS Of THE WO»tD-S 
MOST IttUST/f/OUS W/flTfRS: 

• CYRANO DE BERGERAC • JANE EYRE • LITTLE WOMEN 

• HUCKLEBERRY FINN • LES MISERABLES • WUTHERING 

HEIGHTS • 20,000 LEAGUES UNDER THE SEA • A 
CONNECTICUT YANKEE IN KING ARTHUR'S COURT 
AND /MANY /MOW MACNIFICENHY DRAMATIZED FOR RADIO 




1^ 





.V. 




OF THIS MAGNITUDE 




o^RONALD COLMAN^ 



•> \U COMBINATION OF PRESTIGE AND DYNAMIC 
^ RTAINMENT ... AN UN PARALLELED TRIUMPH 
OF TRANSCRIBED SHOWMANSHIP! 




AlC ^^^^^^^^^^^ 
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Syiiilii'2iiiMl Ti*aiisi*i*i|iiiiiiis Availaliilii 



ii> rt-|w)rlt'(l ill iiriHliii ritifi nf July I I'M 



IIIIE 

lOVENTURES OF BUDDY BE«II 
ADVENTURES OF DICK COLE 
tOVENIURES OF PINDCCHIO 
IVENCER 
B«BT OITS 
B«RRT WOOD SHOW 
Bl«CKSTONE MACIC DEIECIIVE 
BOSTON Bl«CKIE 
OLLINC >U CIRLS 

CAPTAIN STUBBY >N0 THE BUCCANEERS 
CASES OF MR ACE 
EASY ACES 

EOOIE BRACKEN SHOW 
FAMILY ALBUM 

FAVORITE SIORY 
FORBIDDEN DIARY 
FRANK PARKER SHOW 

FRANKLYN MAC CORMACK'S BOOK OF MEMORIES 
FURS ON PARADE 
CLORIA CARROLL ENTERTAINS 
COSPEL SINGER 
HAPPY GANG 
HOBBY LOBBY 



DKAMA JIMAII.K 15 M|\ .1 5 \ «KKK UASKD l)S MARKKT 

Juvn> !«■ wru . bul not a cltff-li;nn;. f Nhivif, nirr<-iiuiiiIi<iMiLr li(-ttif 

IIKA.MA Jl \l-.SII.i: 3l>MI\ l Attl.l-.K MIN $IU 

\dvftiliir»- 3<TK-s. uti coiiiir iii.-iu:i7tiii ctdrart r. Muiiazitif lic-iiii! 

DKAMA JIVKMI.I. 13 Ml\ i 5 A W i;i:K BASKI) ON M AHKKT 

Ail;ipt:itltill of rlilltjn-li'- lumk pf Xhl- sanir titli' 

DKAMA 1 \MII.Y 30 MIN I A WKIIK MIN $10 

Siinilur to "Till- >li:i(li»^ ■ M\ *ti r\ -advi-liturc wrlcs 

TAJ.KS \VOMi;\ 15 MiN. I 2 A \Vi;j-.K JiASKD ON MARKKT 

Tallu lo woiin-ii by a phystnaii tm thf sul'j»'* l ff h-dhv i-.iro, Imliv fi-o'lniK, elc. 



PRODUCER 
KASI'I;H-<;01(DON 



(■ijakj.j:.-' MiniKL-^DN 



AKD SIJIMAN 
CJlAJtl.KH MI( IIKI>I1N 



JIAKHY C.OODMAN 



MI HICAI- J AMIJ-V IS MIN. 3 5 A WKKK BASEO ON M AKKCT I REOKKJC W ZIV 

Hig-I IMC inusicnl sliow rt-aturiiiu \iurr\' \Vo(j"l, Mart'an-t Wliitilic 



DRAMA Ji \ i:nii.i; is min. i s a week min.sio ciiarlks MirHEu-!ON 

I-Iach coiii))li-to III itsi-lr. M>-sti-ry, rolioui-d I \ inat'ir Iru-k d(^TiiH-d iiy biar-kslonf> 



DRAMA l AMII.Y 311 MIN. I A WEEK BASED ON MAUKCT 

Kicliiird KoIIinar stars a.s itostoii itiackir. M^fH-rv dr;ilii:t5, a-lvcnturc stuff. .Movie tic-ins 



TEEN ACE WO.MEN 15 .MIN. I .\ W EEK HA.<ED ON .MARKET 

Fusliioii talks, sones, curst apfH'arunci s b> s(T<>pI) and riiti rlamnif-nt p<-r8onaIiti('S 



FREDERIC W. ZIV 
HiEDKKIC W Zn 



MI SITAI. FAMILY 15 MIN. 1 5 A WEEK DA.-^ED ON ,\l AUKET TUAN.^CRirriON SAl.F> 

I'ivc-iiiaii iiovrlty ( iis^-iiililf, siii^'iiig TMipiiIar .iiid cowbo\' sont;!t 



DRAMA FAMILY 30 MIN, I A WEEK lU.-^ED ON MARKET PAR.AfiON' 

Half-hour uhixiiiiiit of the hard-lioili-d ^cl.ool. .-^tars I'worttr Raft. Writlfo by Ja.soii James 



COMKDY F.\.\III.Y 15 MIN, 3-t 5 A WEEK BASED ON MARKET FKEDEKIC W ZIV 

Jaiif and (IiMxlmaii Aw III one of nidio^ most ]»opular comedy shows. Written by Ooodniaii Ace 



COMEDY FAMILY SOMIN.IAWtEK BASED ON MARKET KER.MIT-RaY.MoND 

Situation comedy. foriiierI.\- on CBS as live show for Texas Co. Stars Eddie Bracken and .Ann Rutherford 



Ml SICAL 



I FAMILY 15 MIN. I 5 .\ WEEK HASEDON .MARKET. 
I STATIONS rsED 

^l.^-tbical "t'aitiily .Album." raeh sliaptihot leadine in to a song 



k'ASPF;R4;<)RDON 



DHA.MA FAMILY 30 .MIN, I A WEEK BASED OX MARKF;T FREDERIC W Zn 

Ronald Colniaii stars, supported by top-notch radio and mone players. l,a\'ish. colorful drainatization.t 



DRAMA WO.MEN 15 .MIN, 5 f> A WEEK H.A.^ED OX MARKET FREDERIC W ZIV 

Continued storj of the soap opera typi-- Event.-^ in the life of a small-town family 



.MUSICAL FA.MILY 15 .MIN, 1 5 A WEEK BASED ON .MARKET 

Family miuical starring Frank Parker and Kay Lorraine, l eaturcs euest stai^ 



PARACDN 



POETRY WO.MEN S .MIN, 5 li A W EEK SIO JlOO 

Poetic readiiiKs by tVnnklyn MacCorniaek aeain^t an organ baekeround 



CHARTOC-COL.MAN 



INTERMEW WOMEN 15 .MIN. 1 5 A WEEK BASED OX .MARKET K.ASPER-GdUDON 

Rensed each year. Covers all plia.'^es of fur niaiiufacturnie, pie. Designed for local fur retailers 



MI SICAL FAMILY 15 .MIN. I 5 A WEEK BASED ON .MARKET 

.Mimical coinedv and popular luues suns by filoria Carroll 



K.ASPER-(;ORDl)N 



I MfSICAL FAMILY 15 M IN. I 5 A W EEK BASED OX .MARKET 

Edward Maellueh sings hymns, reads poems, and offers friendly philosophy 



VARIETY FA.MILY 30 MIN. I A W EEK B.ASED ON XLAHKET 

.Mu.sical-variet\' type elucecd by Bert Pearl. Colgate-Palniolive-Peel sponsors it in Canada 



FAMILY 



30 MIN. I A WEEK 



BASED ON .markf;t 



HARRY S. COOD.MAN 
CHARLES MICIIELSON 
KEK.M IT-RAYMOND 



HOLLYWOOD DOINGS 

HOLLYWDDO-S OPEN HOUSE 
HOME IS MY CASTLE 



AlDIENCE 
PARTICIPATION 

Dave Elnian's show, w'hieh gathers liobbyh-its from all parl^ of the world. Name gue.sl stars 

) SCREEN APPEAL WOMEN 15 .M IN. I 5 .\ WEEK ON REQI E-ST JACK PARKER 

Holl\'wood chatter about stars aDd niovie-iiiakjnc. Keatuns Jack Parker and Betty CndcrKoud 



VARIETY FA.MILY 30 MIN. 1 A W EEK MIN. liO 

Matches top-rate netwnrk variety shows. Drama, guest stars, comedy, name voealist.s etc- 

TALKS WOMEN 15 .MIX, 3 A WEEK {3.50TOJ30 

.<liow deul.s w ith problems in lioinc decoration 



KERMIT-RAY.MOXD 



THANSi KIPTiON BUll.ADC.ASTINO 



HOWDY PARDNER 
HYMN TIME 
I B S MUSIC HALL 
IMMORTAL LOVE SONGS 
IN HIS STEPS 
INSIDE STORY 

JIMMY WAKELY S WESTERN SONG PARAOE 
IT REALLY HAPPENED 
JOt MC CABTHY SPEAKS 
JOHN 1 ANTHONY 



FAR.M 



F.A.M I LY 5 .M I N. 5 A W EEK $10 TO $75 
Western and Folk songs 1»> Rex .Alien, star of Wl>? Barn Dance 



CHAKTOC-COL.MAN 



.misical Family is .min, 3 5 a week onreqi est 

*'SraiIin' Ed" .McCoiinell. now in l!*tli .vear on the .-nr. siiiirs h>-inns, gives homely philosophy 



.MISICAL 



.VDI LT tit) .MIN. I A WEEK 

Serious inaiir w th eoinnientarv 



ON RE(JI E.ST 



CHARLES MICIIELSUN 



I H tf- 



.\II SIC.\L WO.MEN 5 .MIN. 3 l)l( 5 .\ WEEK BASED ON MAHKCT 

Romantic ikk iiis and love songs .-mainst an organ baekeround. I.«w-budcet type 



TR.AN.<CRIPTION SA1.F> 



DHA.MA I'.V.MILY 30 MIX. i .V WEEK H.A.SED ON MARKET 

Story of a yoiiiic pn-arlier. Eiiipha-'ites kiiidncvi and tolerance 



DRAM.\ .MEN 4 .MIN. 5 'i A WEEK ONREQIEST 

One-man stor> teller .^how. Huinaii interest, anil .surprise-tMiding stories 



EDWARD SLOMAN 
CHaUTOC-COLMAN 



I Ml SICAL FA.MILY 15 MIN. 3 A WEEK ONRKQI EST 

T>'pir;d hill-bllly sonc* and doin's. Tailorml for farm niarkels 



SEl.WTED FE.ATI HF> 



DRAMA 



F.V.MII.Y 15 MIN, 1 5 A W EEK IINRKQI F>T 

Jini .\nieehe telLs little knn^Mi stiirns of uell-knnun pi-ople 



TELE-RADIO CREATIONS 



SI>01iTS MEN 5 MIN, 3 5 WEEK MIN $10 

Stones b\ Jtn McCarthy almut tin gr. at bx^ lrill stars of tmlay and >-esterd:iv 



Lot IS i; COWAN 



INTI.RVIi;W VDILT ISMIN. J « V WEEK BASED ON M ARKET I KERMIT-RAY.MON D 

The old "Cioi-l W '1 Hour" in a qn.-irti r li ur furnwt. Ilunian-relations stuff 



!8 



(Please tun\ to /^iiiji' ?(') 



SPONSOR 




2^ 



All exciting . . . iiitiigi/iiig . dramatic 13-ti!i>iute 

open-end transcription series now available 
for local, regional and national sponsorship. 

^ STARRING ^ H K 




who becomes America's newest exciting Story-Teller 
IT REALLY HAPPENED!!! 

Telling intense, absorbing, educational stories based on the least- 
known facts of the most well-known people, Jim Ameche comes to a 
large loyal audience with entertainment at radio's best ... IT REALLY 
HAPPENED!!! . . An Open-End Transcribed 15-minute show. 

Available now . . . for local, regional or national coverage ... a pro- 
gram designed to please and to pull . . IT REALLY HAPPENED! ! ! 




TELE-RADIO CREATIONS, INC. is an organization 
of leading radio producers, directors, writers 
and artists equipped to meet all >our radio 
needs . . . musical, variety and dramatic . . . live 
and open-end transcribed productions. 
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TITIE ITfE »PfE»l TIME PRICE ] PRODUCER 



K»y LORRAINE JHO* MI SICAI, KA.MII.V 15 MIN. 1-2 A W I.KK . HA.SI;|) ON' MAHKCT IIAltHV S. (;<)0I)MA\ 

Kay Lurrteilif, (-^-''Hil I'anwif" BoiijtHtn-iW. iiiiiijb P)t:iii(I;ir(] alitl ptjixilur iiiaHrCiil f;ivoritea 



KEtriNC UP WITH THE WICCIEIHORIHJ DRAMA KAMII.V J 5 M I N, 1 3 A H KKK UA^^KI) ON MARKCT llAKItY S (KIUDMAS 

An tevi ruei- Aiiitrrrcuri f;«iiiil> n dai \ jjroljli-riiit 



KORN KOBBiERi I mlsical l AMiLY 15 MIS. 3 5 A wi.i;k haslu o.\ MAitKhrT , HtKOKKic w. zn 

Novelty uiuiiiral urraii^'f iiifntji, mid ttla|Mtick mifn-dv tiv llie K<trn KoI»I»1<tk. Alaii Courtney, mc 



llfE «ND «OVENIUREl OF lANT* CUUl UHAMA JIVKMI.I-; 1* Ml N. 3 5 A WKKK HASKIJ O.N MARKET KASPKRJ lOUDUN 

A)lapt:iliuii uf Uxik by Julie l^ait i-\|>laiiillii! (*t^)Mttlla^ traJltiuTis 

UCHTNING JIM l)RAMA Jl \ KNlLE 30 MIS. 1 A W 1:i:k HASKI) ON MARKirf KRLDKRIC «. ZIV 

Katuous Hili-iit-riliu 3tar, Iraticin \. HuNhuian, plavs part uf tw«>.fih'ti-d frontier maniha] 



IIND«-S FiRjI LOVE DIUMA WOMI.N 1.') MIN. 5 A WKKK HA.-tl) ON .MARKKT IlARttV COODMAN 

.^oap olNTa w ith It^NI (-iiis'nIi-s already eut. Available lli Ijiarkcts not (-overed by Krofi'T spoiuonihip 



LOVE lEIT EDS MUSICAL WO.MIiN 15 MIV. 1 A W KKK J'i TO «5 CllARTO( -tXtLMAS 

Strictly u'Ulucn'ij .-iliuw. Uoiualltte pip trv read aK-aitiiit backifruund uf urftan and ixtio 



lUNCNEON »i i«RO|-i I IXTKRMl.W WO.Ml.N 3iJMIN,5Hi A WKKK HASKU ON MAHKhrT KEHMIT-RAYMO.NU 

Like Tom BreDncDiall'il &liuw. UiU Slater dura interviews. .Available fur partleipating Kponsorxhip 



MACIC CHEF TALKS . WO.MEN 15 .MEN. 5 A W EEK JJ.MJ TO l.'U i TUANSCRIPTIO.N BROADCaSTENU 

Kitclieo KQNiiil), recilws. and liuiU4'Uuld Itliits Ify the .Maeir Clief 



MANHUNT URA.MA EA.MlLY 15 .MIS. I 5 A WEEK BAsEU ON MARKET I EKEDERIC W. ZIY 

Mystery thriller, each episode eoniiilete. Daahiiik'-ainateur-detcctive-soIves-iTiDie stuff 



MARY FOITER EOITOR I OAUtHTEB URAXEA ttOME.S 15 .MIN 5 A W EEK B.ASED O.N NURKCT I IIARIIV S. GOOO.MA.N 

Soap opiTa. .Available iii market.? not covered by Kroner fipc>iisorship 

MUROER AT MIONICHT DRA.MA ! AULLT ' 30MlN,lAtt EEK BA.<ED ON MARKET LOllS G. COWA.N 

Slick peyclioloKical-su.ip<-ii»e ilraiiias, earh epis^Klf roinplete 



MYITERY MOUJE i UUAMA I FA.MILY 30 MI.N. 1 A EEK BASED ON MARKET | llARRV S GOODMAN 

Mystery dramas acted o'lt by staff of fictitious publisliinK bouse 



NORA MARTIN SINGS MISICAL ' FA.MILV 15 .M IN , 3 A EEK , 15 TO 150 TKA.NSCRIPTIOX BUOADC.ASTI.NU 

littiuiate-ty|K' musical featuriDg Nora .Martin, former aiDKi-r on Eddie Cantor prusraiu 



OLQ CORRAL VARIETY I KAM4LY IS .MIX, 3 i->, A WEEK 1)A,«ED O.N .MARKET | EKEDERiC W . ZIV 

Western uiustcal show w ith variety brruiat and runaine love story ftt.arring "Pappy" Cheshire 



ONE FOB THE BOOK .'SI'ORTS I MEN 5MIN,5AWEEK BASED OX .MARKET | FREDERIC W. ZM 

lilttle known storit-s about big names in the world of sports 



TALKS WOMEX 15 .MIX, 3-5 A WEEK I BASED ON .MARKET IIARRY .S. OOOD.MAX 

.Advice on pt-rsonal family problems by Allie Ixiwe .Miles 



.MUSICAL I FAMILY , 15 MIX. 3-5 A WEEK | MIS'. 110 | CHARLES MICHELSOX 

Phil Brito sings old and Dew favorites 



PMIIO VANCE I DRAMA FAMILY I 30 MIX. 1 A WEEK I B.ASED OX .MARKET | FREDERIC W. ZIV 

Mystery -adventure stories, adapted from the works of S. S. \*an Dine 



PERSONAL PROBLEMS 
PHIL BRITO SHOM 



PLEASURE PARADE j MUSICAL FAMILY I 15 MIX, 3 5 A W EEK I B.ASED ON MARKET I FREDERIC W. ZIV 

Can be used as half-bour show by combining twodisk:^. .Milton Cross, Jimmy Wallingtoii, \'inceDt Lop(-z 



REO RYOER DRA.MA . JUVENILE I 30 MIX, 1-2-3 A WEEK I BASED OX MARKET LOUIS O, COWAN 

Based on western adventures of famous movie and comic strip character 



RtMiNisciN- »IIH SINGIN- SAM j .MUSICAL j FA.MILY | li MIS, 3-1 5 A WEEK B.ASED ON .MARKET TRAN.SCHIPTIOX SALU-' 

Song favorites of today and yesterday, given the modem treatment by Singin' Sam, and the .Mullen Sisters 



SINCERELY, KENNY BAKER j MUSICAL I FAMILY I 15 MIX, 1-3-5 A WEEK ; B.ASED ON MARKET | FREDERIC W. ZIV 

Kenny Baker, Donna Dae and Buddy Cole's orchestra in a low-budget musical 



SMITHS OF HOLLYWOOD ! COMEDY | FAMILY I 30 MIX, 1 A WEEK I B.ASED ON" MARKET LOUIS G. COWAX 

Big, expt-nsive show with situation-comedy format aud name Hollywood guest stars 



SONGS OF GOOO CHEER MUSICAL I FAMILY J 15 MIX, 3 5 A WEEK j B.ASED OX MARKET , FREDERIC W. ZI\- 

Can be doubled to make half-hour show. Features songs from famous operettas, musical comedies 



STAR IIORICS DIUMA I FAMILY j 15 MIN, 1-3-5 A WEEK | MIS'. »5 STARR PRODUCTIOXS 

Dramatic-narrative true stories with surprise endings. Uses narrator and organist 



STORIES BY LEOERER DRAMA WO.MEN 13 .M IX, 2-3-5 A WEEK BASED OX MARKET KEUMIT-RAYMOXD 

I'llm star l-'rancis Lederer appears in dramatizations of famous love letters and love stories 



STREAMLINED FAIRY TALE! DRAMA JUVENILE! 15 M IX. 1-i A W EEK BASED OX MARKET HARRY S. C.OOD.MAX 

.Modern dramatized versions of well-knowu fairy tales. Special Christmas shows included 



TED LEWIS SHO* VARIETY . FAMILY 30 .MIX. 1 A WEEK $30 TO JiioO CHaRTOC-COLMAN 

Ted Lewis and his orchestra in a musical-variety format 



TEX RITTER SHOW DISK JOCKEY FAMILY l.i-30 MIN, 5-« A WEEK $50 TO IIOJ , CIlAHTOC-COLMAN 

Tex Ritter spins the platters, featuring western, hillbilly, and folk recordings 



THEATER OF FAMOUS RADIO PLAYERS | DRA.MA FAMILY 30 MIN, 1 A WEEK | B.ASED O.N" .MARKET LOI IS G. COffAX 

Wpll-luiown r.idio stars playing lead roles in comedies mysteries, adventures. Each episode complete 



THIS THING CALLED LOVE DRA.MA WO.MEX I o .MIX, 3-i A WEEK B.\iED OX M ARKET EDWARD SLO.MAX 

Dramatizations of creat love scenes of history and literature, w ith cast of two or more 



TOMMY DDRSEY SHOW I DISK JOCKEY j FAMILY I 00 .MIX. 5 A WEEK .MIX. $50 LoUIS (i. COWaN 

Popular records and chatter about the performers and artists by this well-known band leader 



IDUCHDD*N TIPS 1 sPoRTS j .MEN 15 .MIX, I A WEEK . BASED ON MARKET .SBC RAUIO-HECORDIXG 

Sam iL'iycs gives probable game scores, ratings, standings, etc. .Available 13 weeks in the fall 



*AYNE KING SHOV. | .MUSICAL KA.MlLY I 30 .MIN. 1 A WEEK | BASED OX MARKET I FREDERIC W. ZIV 

Elegant, expensive, network-type musical featurinii V\ ayne Kinir, Nancy Evans. Larry Douglas, and others 



*EST»ARO HOI I MLSICAL I FAMILY 5 .MIN. 3-5 A W EEK BASED OX MARKET | TRANSCRIPTION SALF.S 

Curley Bradley, cow Imy sinner and pIuloeu>phcr. sings song stones of the west 



*INCS OF SDNS I MUSICAL I FAMILY I 15 MIN. 1 5 A WEEK | BASED ON MARKET I TR.\N6CRIPTI0X SALES 

Prc^tige-type big choral group with full orchestra in standard musical favorites 

YOUR HYMN FOB THE DAY i MUSICAL j FAMILY I 5MIX.3 5VWEEK BASED OX .MARKET j TR.\XSCRIPTIOX SALES 

Gene Bilker sings famili:ir hymns in this show, gives bnef scrmoiicttca, religious poems, philosophy 
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The reason Bulova 
watches are sold 
by announcements 
rather than local 
programs is sim- 
ple: For 20 years 
announcements 
have worked for 
us . and our 
sales prove it. 
However, it's 
well to keep in mind that we don't use a 
real chaiiibreak or spot announcement 
(except on two stations where they are 
only choice), but a time signal. Bulo\a's 
spots are a service as well as advertising. 

Bulo\a has never bought local pro- 
grams. We prefer to stay within the 
original formula of the straight time 
signals wherever possible. It would be a 
very doubtful move on our part to throw 
away a workable formula like this, as well 
as lose our time signal franchises, even if 
we knew that local programs could work 
for us. 

In general, though, one major reason 
for the fact that national spot advertisers 
prefer chainbrcaks and spot announce- 
ments is that both they and the stations 
overlook, in local programing, what might 
be called, "continuity of interest." If 
an advertiser is a short-term, in-an-out 
guy he is usually not willing to stay with 
a local progmni long enough to let it 
build him an audience. Stations also 
yank local sustaining programs in and 
out of a time slot. 



If stations want to sell more local pro- 
grams, the answer lies in finding and 
developing good local talent of all types, 
building a program vehicle, then keeping 
the program in a spot long enough to 
build an audience for it. 

With few exceptions, stations lean on 
their network affiliations, and are unwil- 
ling to invest the money, time, or origin- 
ality required to develop local programs 
with local talent. These stations will 
have to become more than a transmitter 
for network programs and record shows. 
Until then, chainbrcaks or spot announc- 
ments between two top-rated network 
shows are the best buy. 

C. A. "Fritz" Snyder 
Radio Director 
Bulova Watch Co. 
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We have found 
from our experi- 
ence that the value 
of all spot radio, 
which so perfectly 
fits the needs of 
advertisers who 
have "spotty" dis- 
tribution, is fur- 
ther enchanced by 
by the fact that 
each market may be treated individually. 

Sometimes, of course, there's a budget 
problem, and the only thing the client 
can afford is chainbrcaks or minute spots. 
Where there is more money available for 
a market, you increase the efficiency of 
the advertising by buying programs. 

There is, then, no real preference as 
such for chainbrcaks or announcements 
rather than programs. We buy either — 
or both- depending entirely upon the 
individual needs of the advertiser, and 
the amount of money he has to spend in 
his advertising budget. 

Vera Bren.nan 
Timebuyer 
DuANE Jones 




In my opinion 
the selection of a 
program vehicle 
for any giv en prod- 
uct depends on a 
number of factors. 
Among them are 
budget, distribu- 
tion, sex of user or 
purchaser, fre- 
quency of pur- 
chase, competition, etc. 

However, these factors, excluding bud- 
get, are reduced in importance for a large 
group of products. I 'm thinking particu- 
larly of packaged products with already- 
established brand names. In this group 
are many products whose features are 
known and accepted by the buying pub- 
lic. The importance of sufficient com> 
mercial time to "sell" the product's ad- 
vantages is not so important as a Jrequent 
reminder that the product is available. 

So, with the budget factor being equal 
and jrequency oj brand impression on the 
listener as the major objective, the selec- 
tion of chainbrcaks and spot announce- 
ments by most national spot advertisers 
seems only logical. 

Furthermore, a survey made in St. 
Louis last year for Edward Petry & Co. 
proved pretty conclusively that one- 
minute announcements brought \'ery high 
sponsor or brand identification in the 
short space of eight weeks of broadcast- 
ing. Many programs show up very 
poorly on this important point. 

To sum up, one of an agency's primary 
services to a client is the selection of the 
advertising medium that will best per- 
form the required sales job for him. I'm 
sure no agency would recommend chain- 
breaks or spots as that medium unless 
it were thoroughly convinced after 
considering all pertinent factors that it 
was the best one to do the required job. 

In the case of Marschalk and Pratt and 
one of its spot radio clients. Standard Oil 
Company of New Jersey, we selected not 
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chainbreaks or amiounceniciits, but a 
news program. Tin's permits adequate 
selling time for the variety of products 
and services that Standard Oil of New 
Jersey has to otfcr the buying public. 
But, we didn't overlook the important 
points of frequency of impression or 
sponsor identification for Your Esso Rc' 
porter. There, the frequtricy of impres- 
sion of the five-minutc newscasts is 
tweuty'six times a week! 

Ed Whitehead 
Assistant Director of Radio 
Marschalk and Pratt 

The last half of 
the question 
should have read: 
"IF the costs are 
roughly equal." 
Most times pro- 
grams cost more 
than spots- usu' 
ally because of 
high talent costs. 
Researchwise, 
this is a "loaded" question. It assumes 
that advertisers prefer spots under sitniiar 
cost conditions. 1 wonder! 

I f the question must be answered as is, 
our experience indicates that advertisers 
"prefer" spots for a variety of reasons. 

First, the cost element (there we go 
again). Then there is the easy-road 
approach — advertisers and agencies alike 
are guilty in this respect. You transcribe 
a jingle — or write a series of live an- 
nouncements ■ -buy adjacencies before and 
after good Hooperatings — and the job is 
done. No fussing with a program — no 
new commercials to write three or five 
times a week -nice and easy. And by the 
same token, in lots of instances, nowhere 
near the results in market penetration. 

Let's not overlook the poor programing 
job of many of the stations. News, 
women's participation programs (some- 
times), and disk jockey participations. 
Those are the sole program offers made 
by a majority of the stations. They 
would like to see national spot adver- 
tisers use programs- -but their desire 
stops at that point. 

Time availabilities are another stum- 
bling block. Network preemption can be 
awfully discouraging when you're think- 
ing in terms of building a program. I 
remember the station that submitted 
availabilities for a possible three^times-a- 
week 15-minute strip, before 7:30 a.m. 
and after 10:30 p.m. - both pretty good 
time slots — but both subject to network 

preemption. _, „ 

Rae B. Elbroch 

Timebuyer 

Franklin Bntck 




The Homemaker's Treasure Chest, now 
broadcast by WFBM for a sprightly afternoon 
half hour Monday through Friday, has the WRO 
(waiting room only) sign on the studio door. 

Two weeks after Mr. Alfonso Cox of United 
Program Service came to Indianapolis, all available 
dotted lines had signatures. 

Just a week after the program was launched 
grocers and druggists were asking the WFBM 
merchandising representative, "What's happen- 
ing?" Sales were happening, kind reader, but good! 

In August, there may be an availability on this 
program for another account with a food or drug 
item to sell in the plush central Indiana market. 

All Katz salesmen have bulky blue brochures 
explaining the Homemaker's Treasure Chest from 
broadcast time to the ring of a cash register. 
Encourage any Katz office from New York to Los 
Angeles and they'll let you in on the facts. 



WFBM 

INDIANAPOLIS 



BASIC AFFILIATE: Columbia Broadcasting System 
Represented Nationally by The Katz Agency 



JULY 1947 



33 




This is the NEW Singin' Sam show with 
Charles Magnante, world famous accordion- 
ist, and the mellow-voiced Mullen Sisters. 



Transcription Sales, 



115-117 W. HIGH STREET, SPRINGFIELD, OHIO 



PHOIE- 




am 





Singin' Sam Means 
Sales Success 



Singin' Sam is one of America's outstanding radio salesmen. "Sam" sings 
and sells his way into the hearts of millions of fans and new friends every day. 



Singin' Sam's songs will make your cash register sing with sales! This show 
fits every type of listener, which makes it the ideal program for any advertiser ! 




Please send more information on how Singin' Sam can sel 
for me too: 

NAME 

STREET 

CITy 

STATE 

Mailto: TRANSCRIPTION SALES, INC., 

117 W. High Stxeat, Sprinsfield, Ohio 



KXLW 
PLEADS 
GUILTY 

Effective St. Louis 
Coverage Has 
Been Proved 

Exhibit A 

Hardesty Development Com- 
pany chose KXLW exclusively 
to promote a new subdivision. 
After the first 1 5 minute pro- 
gram, they doubled their tele- 
phone staff to handle the calls. 
After the second 15 minute 
program, they tripled their 
original telephone staff. 

Exhibit B 

More than one thousand persons 
from the Golden Circle attended 
the openin3 ol a neishborhood 
appliance store, Gait & Co. The 
store used a S200 spot saturation 
spot campai3n on KXLW (or 60 
hours precedin3 the openins o( its 
doors. KXLW was the only 
adverlisin3 used. 

Exhibit C 

Christian Hospital asked KXLW to 
broadcast an appeal for rare type 
"O" blood donors. Within 20 
minutes the hospital requested that 
the appeal not be used again. 
They did not have enough staff to 
handle all the volunteers who 
responded to the single KXLW 
plea. 

Forjoe 
will tell you 



Xcl work sliowN tov lineal 
anil iialUMial spoi iisi^rs 



Coo[3eratrve programs (those network 
sliows a\'ailabte for local or regional spwn- 
sorship) may now be bought on over 900 
stations. They arc predominantlv news 
shows but before another year rolls 
around they'll include everything but 
musical productions, although every disk 
jocke> production with name guests at 
the turntables will be on at least one net- 
work before spring of 1948. The reason 
no network musical productions are avail- 
able for local sponstjrship is that Ameri- 
can Federation of Musicians regulations 
prohibit multiple \more than one station) 
sfX)nsorship of programs employing mu- 
sicians. 

All chain-produced cooperative pro- 
grams have success stories behind them 
before they're offered to sponsors locally 
or regionally. That's a must. When a 
sponsor signs a contract for a co-op it 
must and does know that it's buying a 
package with ready consumer acceptance. 
From the newest of co-ops, Kate Smith, 
to the oldest still on the air, Fulton 
Lewis, Jr., every net work -offered local 
vehicle has its own audience. Many 
times the program has been heard sus- 
taining on the station over which it's 
offered before it goes co-op. Generally 
stations insist on running a program 
sustaining for some time before offering 
it to advertisers. There are, of course, 
exceptions to this rule. Kate Smith was 
sold on over 225 outlets before Kate 
Smith Talks bowed in on MBS. 

Cooperative shows are promoted by 
the networks in the same manner as their 
regular productions. Packets of promo- 
tional material go to every station on 
the chain with mats, pictures, newspaper 
releases, suggested car cards, displays, 
exploitation ideas, and advertising lay- 
outs. Each web has a sp)ecial department 
whose only assignment is the sale and 
promotion of cooperative shows. Mu- 
tual has the largest number of programs 
(14) and it was on this network that 
cooperatives got their start. In 1935, 
Morning A/d/inee, an Ed Wolf pack- 
age, was sold by Norman Livingston 
(now commercial program manager of 
WOR) for Redfield-Johnstone (advertis- 
ing agency). R. H. Macy sponsored the 
three-quarters-of-an-hour musical pro- 
duction in New York and it was sold to 
department stores all over the nation. 
The budget was too big (stellar name 
bands and performers' and in 1937 R j 



was offering Thirty Minutes in Holly- 
wuoii with George Jesset, a half-hour 
variety program. In 1938, 1939,and 1940 
the Redfield-Johnstone co-op program 
V.' as Show oj the Week. In 1941 the agency 
shifted to dramatic programs with Bull' 
dog Drummond. BD was cooperatively 
sponsored on Mutual for two years be- 
fore the chain decided that co-ops ought 
to be the province of the network itself 
and not that of an outside advertising 
agency or package show owner. 

It was two years after Redfield John- 
stone presented the first co-op that Ful- 
ton Lewis, Jr., sold Mutual on the idea 
that he could be peddled to local sponsors 
at a time that just couldn't be sold 
otherwise, 7 7:15 p.m. est., the Amos 'n' 
Andy hour. This same Fulton Lewis, 
Jr., at the moment is sponsored coop- 
eratively over more stations (255) than 
any other performer. Only Kate Smith 
is expected to pass him. (She has 225 
sponsored stations as sponsor goes to 
press.) 

During 1937, Famous Jury Trials, 
Green Hornet, Lone Ranger, and The 
Lamplighter were sponsored coopera- 
tively over Mutual. As a matter of 
record it was Fred Weber, then general 
manager of Mutual (now head of WDSU, 
New Orleans) who saw the possibilities 
of co-ops and worked with the agencies 
and producing groups to bring their 
shows to MBS on this basis. It wasn't 
until February 1942 that the Blue Net- 
work, now ABC, stepped into the 
cooperative broadcasting picture with 
Baukhage and followed in March of the 
same year with Martin Agronsky. CBS 
entered the field in March 1945 with two 
morning news presentations, CBS Morn- 
ing News Roundup and CBS Morning 
News, and one late evening news pro- 
gram, News and News Analysis. 

The smaller the amount of open time 
on a network the more restricted the 
number of cooperative programs that 
the web can feed its affiliates. NBC 
being traditionally "sold out," its co-ops 
are limited. It has seven,, the newest 
being Ripley's Believe It or Not which 
started rccentlyat 1 :45 to2p.m.est. Ne.xt 
to Kaltenborn it's the highest-priced 
network-built local show on the senior 
network. T\pically, Kaltenborn costs a 
sponsor on KOA (Denver, Colorado) 
$12S while Ripley costs him SI 12. 

All the co-op program charges are for 
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the program itself and in areas wliere 
there are AFRA (American Federation 
of Radio Actors) contracts tiiere are 
ciiarges added for tiie local commercial 
announcer in addition to network pro- 
gram fees and station time cost. 

Restrictions that apply to network 
programs apply to network co-ops (see 
"You Can't Say That!" in this Fall 
Facts edition of sponsor). Some indi- 
vidual artists are further restricted be- 
cause they are presented in entire sec- 
tions of the country (regionally) by one 
spionsor. Kaltenborn therefore can't 
accept another oil company's under- 
writing, Bill Henry (CBS) can't have a 
building supply firm (his major sponsor 
is Johns-Manville), and the program 
Dick Tracy (ABC) can't accept a cereal 
underwriter because Quaker Oats follows 
it on the network. All sponsors have to 
be cleared by the network over which 
the program is piped. 

The cost of co-op programs (most of 
them are daily shows) runs from a low 
of 20 per cent up to 40 per cent of each 
station's gross hourly nighttime rate. If 
less than the five or six a week are used 
the fees are a percentage of the full cost, 
i.e., if three days (MWF) are bought, 
then the fee generally is three-fifths of 
the full rate. 

There are minimum weekly fees like 
$2.50 for F. H. La Guardia and $7.50 for 
Kate Smith for the tiny stations with 
very low time charges. Most co-op pro- 
grams do not have to be broadcast at 
the time they're on the network (with 
the exception of Bill Henry on CBS) 
but news programs must generally be 



broadcast within three \x>urs of the time 
they go on the network lines. That's in 
order to make certain that the news is 
still news. 

Q)-op programs may be broadcast by 
an A.M. (standard) station's FMalliliate 
without extra charge. This free ride will 
no doubt be changed when FM stations 
become more important in their own 
audience right. This, say network spokes- 
men, is not a 1947-48 season factor. 

There are some exceptions to the 20 
40 per cent of gross evening hourly rates 
for programs. These exceptions are in 
big metropolitan areas. Kate Smith 
costs $1,000 in New York, $625.00 in 
Chicago, and flat rates in most of the 
top 25 cities. 

There are cooperative programs avail- 
able for every type of consumer, despite 
the fact that as noted previously news 
programs predominate. For the distaff 
side there's CBS's House Party; MBS's 
Tell Your Neighbor, Kate Smith, and 
Jolinsoi] Family; ABC's Ethel ami Albert 
and Nancy Craig. For the juveniles, 
there's ABC's Dick Tracy and Tennessee 
Jed. For the men there's Fishing and 
Hunting Club oj the Air and Inside of 
Sports on Mutual, Red Barber on CBS, 
and naturally all the nighttime news 
presentations. (Men are prime news 
h'steners.) For general family appeal 
there's NBC's Believe It or Not, MBS's 
Meet the Press, and ABC's American 
Town Meeting of the Air. 

This diversified appeal is appreciated 
by sponsors. Sporting goods and men's 
clothing and furnishing stores are noted 



among Fishing and Hunting Club and 
Red Barber users. Newspapers are buy- 
ing American Town Meeting. Candy, 
children's shoes, cereals, dairies, bakeries 
and department stores buy children's 
programs. The biggest buyers of co-ops 
are department stores, these merchan- 
disers leading in program buys with 
CBS, NBC, MBS, and running second 
with ABC. The last-named network finds 
automotive and auto supplies first, 
MBS and NBC rating them second in 
co-op buying. Banks and financial insti- 
tutions sponsor a considerable part of 
the straight news reporting although 
they want names with authority handling 
the newscasting. 

The prestige and immediacy of network 
co-op shows are their most valuable 
contributions to the field of air adver- 
tising. They are promotable and fre- 
quently revolve around names that 
consistently are making national news, 
like Fulton Lewis, Jr., American Town 
Meeting, Kate Smith, Robert Ripley, 
and Red Barber. They're for all the 
world like being able to place a page 
advertisement in a national magazine for 
that portion of the publication's circula- 
tion in a particular area that an adver- 
tiser desires to reach. Post office and 
production problems make partial circu- 
lation buys impossible. With network 
cooperative programs any sponsor can 
go local with coast-to-coast programs. 

Present station time (facilities) sales 
with co-ops are exceeding $5,000,000, 
with a $10,000,000 figure for the 1947- 
48 season not beyond expectations. The 
only limitation is open network time. 
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rirLE 


TYPE 


APPEAL 


NET 


TIME 


PRICE RANGE* 


EXPLANATION 


tMERICt'S TOWN MEETING 


FORUM 


.\DIILT 


AliC 


30 MLN, 1 A WEEK 


SIO TO S420 


Vital questions debated by forum 
with prominent guest speakers 


ARTHUR HALE 


NEWS COMMENT 


.\Dl-LT 


MBS 


15 MIN, 2 A WEEK 


53.50 TO flOS 


Chatty, informal human-interest type 
stories and sidelights 


BAUKHAGE TALKING 


.NEWSCO.MMENT 


.ADULT 


Ai!C 


15 MIN, 5 A WEEK 


?5 TO S2S0 


Authoritative news reports and com- 
ments direct from Washington 


BELIEVE IT OR NOT 


DR.\.\IA 


FAMILY 


NBC 


15 MIN, 5 A WEEK 


$30 TO 5400 


Dramatized \-ersions of Ripley's "Be- 
lies It or Not'* column 


BILL CUNNINGHAM 


NEWS COMMENT 


FAilJLV 


MKS 


15 MIN, 1 A WEEK 


(2.M TO S120 


Veteran news reporter's comment on 
the inside of the news 


CBS MORNING NEWS 


NEWS 


ADULT 


CBS 


15 MIN, 6 A WEEK 


52 TO $270 


Straight news reports gathered and 
prepared by CBS newsroom 


CBS NEWS 


NEWS 


ADULT 


CBS 


15 MIN, 4 A WEEK 


$2 TO $314 


Straight news reports gathered and 
prepared by CBS newsroom 


CECIL BROWN 


iNEWS COMMENT 


ADULT 


MBS 


15 .\11N, 5 A WEEK 


$6 TO $300 


Commentary on domestic and foreign 
events 


CEORIC FOSTER 


NEWS COMMENT 


ADULT 


MBS 


15 MIN. 5 A WEEK 


$0 TO S240 


Commentary on domestic and foreign 
news 



(Please turn to page 38) 

JULY 1947 37 



TITl[ 


TYPE 


APPEAL 


NET 


TIME 


PRICE RANGE* 


EXPLANATION 


CHCT HUhTlEV 


.s i:\vs 


ADIl.T 

1 


(•«.< 


15 .MIN. : A WEEK 


«:t TO 1132 


t^trulKtit new8 repurU sathrreij anil 
prep;ireil l>.v CH.S iiew'sruom 


DICK HOTTELET 




ADILT 


CHS 


15 MIN. 5 A WEEK 


U TO J2TU 


.^truifflit n<'w!t ri-porut, kvailablr for 
Ktiinmrr only 


OICK TRACV 


DUA.M.V 


I J I VKN ll.i; 


A Mr 


15 MIS, 5 \ WEEK 


}5 10 }.'sO 


Juvenile Etnp ba.^*-(j on famous comic 
blrip charjct*r 


ELMER DAVIS 


.s CO MM i:nt 


aDI'I.T 


Aur 


15 MIS. 5 A WEEK 


J7.5<l TO }420 


Wr-lt-kiiowu autliont.v on world (-veDtH, 
<Iir<Tt from Wii.-<liinetoD 


ERSKINE JOHNSON 


\i;\vi5 co.MM i:nt 


WO.MEN' 


MUS 


IS MIS. 5 A WEEK 


S5 TO {240 


Il"hiiiil<the-s4.«iii-8 Koasip and npwa 
al>out Hollywood and oionf-niaLinjt 


riSHINC «N0 HUNTINC CLUB 




XIKS 


MILS 


30 MIS, 1 A WEEK 


JS TO J»S 


l'.\Ifrt advice and tinivlv i^portjs upt 
to fixhf-ni and huuti'm 


FULTON LEWIS. JR. 


a)M.\ii;\T 


.VDl I.T 


MMS 


IS MIS. 5 A WEEK 


tn TO U-U 


CoDiiltf'utary on tlic day's news from 
tlif; nation » capital 


H«RKNE» or W«SHIN«I0N 


.SL\V8 COMMKN'T 


VDII.T 


MlC 


IS MIN. S A WEEK 


112 TO $240 


liL^idr rcjiorts and rouiiiieiil on Ibt 
news, direct from Wajihineton 


HtRRV WISMER 


SI'OUTS 


MEK 


AIIC 


IS MLS, 1 A WEEK 


J.) TO J»4 


Coveraije of tlie week's majof sfiorLs 
eveiit£ li.v AUCs Spfjrls Director 


HEtOLINE EOlllDN 


XENVS 


ADILT 


AHC 


IS MIN. 5 A WEEK 


110 TO ISiiO 


Dramatizations of ihe new.c and inter- 
view:! with famous people 


HOUSE PtRTY 


Al'DIENCt 
PAKTICIP.\riOX 


FAMILY 


CBS 




30 MIS. S A WEEK 
IS MIN. 5 A WEEK 


«4 TO 1.540 
J2.50 TO 1270 


Tvpical audience particii*ation — Rajis. 
eive-aways, i>Tiv*, etc. 


INSIDE OF SPORIS 


SlDKTS 




MUs 


IS MIS. 5 A WEEK 


JS TO J40 


Only daily coast -to-coa.<t sporli show 
on networks 


JOHNSON FAMILY 


DI<AM.\ 


FAMILY 


Mll:> 
I— 


IS MLS, j A WEEK 


50^; OF LOCAL 
TOP 15 MIN 
HATE 


(Jlie-uian show with Ximniy Scribiier 
pla.nng all the partJi 


KtLIENBORN 


XEWSCOMMKNT 


AIULT 


NJ)C 


IS MIN. 3 A WEEK 


19 TO >lii2 


Comment on uatioiial and international 
news and topics of the day 


KtlE SMITH SPEAKS 


XKWSCOMMLNT 


WOMEN 


.MUS 


IS MIN. 5 A WEEK 


»7.S0 TO «IU»iu 


Noontime commcntaricfl with woman's 
angle on a variety of tofiics 


KIERNtN'S CORNER 


.NEW!) COMMIiXT 


FA.MILY 


AHC 


IS MIN, 5 A WEEK 


Jo TO J2S0 


lluuian iotereal stories, informal and 
liumorous stones about famous people 


LA COSSITT EDITOR'S OIARV 


N I-:\VS COMMK.NT 


ADl'LT 


MHS 


IS MIN. S A WEEK 


IS TO J24U 


Unusual anecdotes, stories and inter- 
views by Henry La Cosaitt 


F. H. LA GUAROIA 


.SEWi CO.MMKX r 


AUILT 


MHS 


IS MIN, 1 A WEEK 


J2,S0 TO >300 


New Y'ork's ex-mayor air^ his views 
on the week's events 


MARTIN AGRONSKV 


N EWS CX)MM E.ST 


ADILT 


ABC 


15 MIN. 6 A WEEK 


J(i TO W36 


Early mornuie news direct from Wash- 
ington 


NANCV CRAIC 


IXTEUVIEW 


WOMEN 


AUC 


15 MIN. 5 A WEEK 


J5 To J2!iO 


Chatty, informal interviews with per- 
sonalities. guest stars 


NEWS OF THE WORLD 


NEWS 


ADILT 


N1)C 


15 MIN. 2 A WEEK 


J'. TO J72 


Remote pickups from domestic and 
foreign points 


PRIVATE LIVES OF ETHEL AND ALBERT 


DRAMA 


FAMILY 


AHC 


15 MIN, 5 A WEEK 


10 TO 1^)50 


Humorous series about a t.vpiral young 
married couple with a child 


RED BARBER 


SI'OUTS 


MEX 


CBS 


lU Si IS .MIN. 5 A 
WEEK 


JI.5U TO J270 


Inside story on sports with famous 
guest sports stars 


ROBERT MC CORMICK 


NEWS COMMENT 


ADILT 


NUC 


15 MIN. 5 A WEEK 


J lU TO t2!iO 


Commentary on the news from Wash- 
ington 


TELL VOUR NEISHBOR 


NEWS COMMENT 


WOMEN 


MUS 


IS .MIN. 5 .\ WEEK 


J5 TO J240 


Informal, over-the-l>ark-fcnce stories, 
hinu, anecdotes, news 


TENNESSEE JED 


DHAMA 


JUVENILE 


.\HC 


15 MIN. 5 A WEEK 


J5 TO J2jO 


Hobin Hood of the Western Plains 
stuff. Juvenile thriller 


VETERAN-S ADVISOR 


NEWS 


MEN 


XHC 


15 MIN, 1 A WEEK 


no TO J54 


Ty Krum discusses the latest trenils in 
veteran s affairs 


WORLD NEWS ROUNDUP 


NEWS 


ADULT 


NUC 


15 .\IIN, C A WEEK 


JI2 TO J360 


Kemote news pickups from domestic 
and foreign points 


WORLD lONICHI 


NEWS 


ADILT 


CUS 


lo MIN, ; A WEEK 


12.50 TO J3rs 


Ten minutes of straight news, five 
minute.-: of analvsis 



*lUitiir i« fronr mmitiiuui to rate un station with highrat tunc ct»L« us most frt*s are ba«Kl on percent of £>tiitioD*3 cvciiinR 1 hour rate. 
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Base costs are up but 
program fees are down 



Realizing the competitive situation, 
broadcast advertising generally w ill be at 
the most 10 per cent more expensive this 
coming fall than it was a year ago. The 
10 per cent figure is established on in- 
creased union minimums, not on the 
actual costs of individual programs. Since 
the star costs represent as high as 50 per 
cent of some programs and since there is 
a determined effort on the part of many 
advertisers to cut program costs, the in- 
creased minimums will in many cases not 
be reflected in actual program operations. 
The stars will work a little cheaper. 
Actor minimums w ere upped in February 
25 per cent, but the percentage of actors 
employed at the minimums is less than 
10 per cent, except in soap operas where 



it rises to as high as 40 per cent. 

The trend in program costs is down. 
Musicians' scales went up around 15 per 
cent this year and since more orchestra 
men are employed at minimums than 
actors this does affect most programs. 
The result, however, will generally mean 
that one less man will be used in any 
sizable group. When mood music is re- 
quired and a tiny group employed can't 
be cut, the mood will cost a little more. 

Time costs have gone up about 10 per 
cent at all networks except NBC. In the 
case of CBS this increase is achieved 
through an adjustment of discounts. 
With ABC and MBS it's a case of in- 
creased or changed station line-up. Net- 
work changes still do not reflect the in- 



creased time costs at affiliates which were 
made during the war. Under present 
conditions this adjustment will wait for 
another season. 

Increased base cost is one of the reasons 
why network-built packages are receiving 
such attention at agencies and sponsors. 
All programs being built by the webs are 
put together with the dollar sign very 
much to the forefront. 

More stars this fall will have clauses in 
their contracts providing for a scaling up 
or down of their fees depending on their 
ability to draw audiences. In the past 
most sponsors have been willing to pay 
up to $1,000 per Hooper point for a 
program. During the past season the 
feeling was that $800 should be enough 
and the contracts thus far signed for the 
1947-1948 season are geared to about 
$700 per Hooper point. Also for the first 
time NRI (Nielsen) ratings appear in 
contracts. The two times known that 
NRI has been included the Nielsen cost 
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IDe're glad to announce 
C. T."Swanee" Hapan 
as executive vice-president. 

IIILO L is ping places! 



WBNS FOR RESULTS — WBNS FOR RESUL 
I 

CO 



13 

CO 



o 

LI. 

CO 

Z 

CQ 

I 

CO 



ADVERTISERS SPELL WBNS 

S - A - L - E - S 

Ask ATLANTIC REFINING 
Ask KINGAN PACKING 
Ask M. G. M. 
Ask BOND CLOTHES 



Ask JOHN BLAIR 
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rankings have been used instead of any of 
Nielsen's other rating figures. In both 
contracts the package show owner re- 
ceives a bonus based upon his ability to 
produce low'cost audiences (within the 
1 5 lowest). 

The costs that have increased most 
have been the transcription costs of 
AFRA (American Federation of Radio 
Actors) talent. U'here an actor recorded 
a one-minute spot in 19-46 for $4.00 he 
now has a minimum of $7.20. Where a 
singer transcribed a one-minute spot in 
1946 for $6.60 it now costs $12.00, or 
nearly double. In all other categories the 
rates went up approximately 20 per cent. 
For from five to 30 minutes, actors 
and singers are paid at the following tran- 
scription scale: 

1946 1947 
actor 5 minutes $10.00 SI2.00 
ulnficr 5 mlnutfs $20.00 $24.00 



actur 15 minutes 
hinder 15 minutes 

actor .^0 minutes 
!>in(>er 30 minutes 



$16.50 
$44.00 



$27. .SO 
S.SS.OO 



$19.80 
$52.(>0 

$33.00 
$66.00 



Rehearsal time and other special cate- 
gories increased in the same ratio. 

Individual stations generally have in- 
creased their rates from 10 to 20 per cent. 
Station contract holders of course are not 
affected until the expiration of their 
present commitments. In some cases 
they are protected not only on present 
contracts but on all renewal options made 
within 90 days after the increase an- 
nouncement. 

Broadcasting cost increases have kept 
behind other media increases. The ex- 
pected increases have been held down by 
the rapid turnover in network and spot 
sponsors. All the networks have had over 
10 per cent turnover of sponsors and 
station turnover has been in the same 
proportion. There'll be more sponsors 
and less unsold network and local time 
this fall on established stations than there 
were in the fall of 1946. The recession 
far been a mirage even if the exodus 
and influx of sponsors has not been. 

Only the stars will be taking a cut. 
With very few exceptions, one of which is 
Bing Crosby whose show costs will be 60 
per cent up for Philco, those "movie 
salaries" are out. 

More contracts are being signed this 
summer with "stop" clauses than ever 
before. These clauses provide that if the 
star s program audience rating* drops 
below a figure specified in the contract 
either the agreement is subject to can- 
cellation (in about 60 per cent of the 
cases) or the star s fee is cut proportion- 
ally (40 per cent of the cases). In either 
case results are replacing glamor. 

*Uooprr or Siftsrn. 
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Yoli nanH say llisil! 



Nu pr<)f>ram or coiiiiiicrcial was ever 
made iiicfrectual because of net- 
work or station policy. This doesn't 
excuse the fact that hidebound censors 
have made h'fe miserable for writers and 
advertising copy-men. It also is no alibi 
for agtiicy men who have taken inoffen- 
sive copy and had the talent by emphasis 
jojid pivrasing tum it into double entendre 
or iiitn illegal claims for a product. 

Brttadcast "good taste" is naturally 
TXVitf restrictive than that of any other 
□dwcising vehicle since radio is a home 
iiK-diiini. What's okay on a night<lub 
fltxij- may be offensive over the air. 
Q-nsors, on the other hand, frequently 
read into perfectly innocent wordage 
meanings that were never in the writer's 
mind nor would be in the minds of the 
listttiers- In any case, restrictions are 
niattcrs that should be determined in 
advance, not during the course of a 
program, resulting in cutting programs 
[iff the air. They should not be permitted 
Lo go on the air originally unless it's 
hem agreed that material deemed ob- 
Jectiori.able during dress rehearsal be 
di:l*?tH?d. CBS's cutting off the General 
roods Kate Smith program because she 
was featuring the "three top tunes" of 
the week was something that just 
sl¥huidn't have happened. If CBS felt 
thai Lt was its duty to protect the late 
Gcorsc Washington Hill's Hit Parade, 
broadcast on Saturday, by not permit- 
linS fi program on the previous day to 
feiitufe the first three tunes of the week, 
that, according to network policy, was 
CBS's right. The problem should have 
been settled during the afternoon re- 
ht'nrsal, not by cutting the program off 
the afr for the period during which Kate 
[(jld her audience the names of the tunes. 
If NBC's top policy makers decided that 
vice presidents shouldn't be ribbed, that 
also was within the rights of network 
officials, but the disagreement with Fred 
Allen was a trade matter, not something 
tn wiileh the public should have become 
party by having part of a favorite pro- 
gram cut off. 

Tlie problem of programs running over- 
time is also one that can be decided dur- 
ing; rehearsals. Cushions can always be 
provided by a producer if he has an 
ad-lib type of comedian. While Fred 
Allen was on CBS he frequently ran into 
Take It or Leave It time. Instead of 
permitting the network to cut Allen off, 
tile Eversharp organization made a gag 
of it and had their star, Phil Baker, 



"collect" by apiiearing on the Allen pro- 
gram, etc. Thus both programs profited 
in ratings and listenership and the 
sponsors (Allen's and leaker's) received 
more listeners for their dollars. Never- 
theless it's not possible to have every 
program run without a timeclock and 
it's a careless stopwatch holder who 
doesn't keep his program within the time 
period established for it. What suffers 



when a program is overtime is usually 
the commercials and it's therefore vital 
that only what a sponsor pays for is 
used— not the other man's time. 

During the past six months there have 
been consistent efforts on the part of 
stations (WWJ, KFI, etc.) and networks 
to correct conditions which pemiit as 
many as five commercials to be broad- 
cast one right after another. This mul- 
tiple selling is caused by the end of a 
program having its regular commercial 
followed by a plug for another product 
owned by the same advertiser (a hitch- 



JOim^ U/VLiAI/TED 

for the T'\ rst- Ta m i I ies <2/^4g r icu Ifure 




Building an ever-increasing 
audience for your sale.s mes- 
sage is WIBW's "Flying 
Rooster." Equipped with 
tape recorder, it hops over 
millions of acres of golden 
grain to record on-the-spot 
accounts of all important 
agricultural events, news, 
and developments and speeds 
them back to the waiting 



ears of the First Families of 
Agriculture that make up 
WIBW's responsive, ready- 
to-buy audience. 
Over two decades of similar 
carefully planned service has 
made WIBW the preferred 
station of farm families in 
five wealthy states . . . and 
the preferred station of re- 
sult-con.scious advertisers. 



fh%i famines of Agfiiullure 



Rep.: CAPPER PUBUCATIONS, Inc. 



CBS 



'-^ul'-liii ---- 
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hike); tlic stiition on its part airing a 
20-si'cond spot announccnient in the 
chain break; ;ind tlie new program 
opening with a spot for a product not 
identilied with the program (a cow- 
catcher) and following with the regular 
program introduction and advertising. 
Thus live individual advertising appeals 
are crowded into three minutes. 

It is the aim of the leading stations 
and networks to cut down this "talk." 
No new rules have thus far actually 
been promulgated, intra-industry discus- 
sions having all been of an exploratory 
nature. When, as, and if rules are laid 
down they will tend to improve listening 
and the effectiveness of broadcast ad- 
vertising. 

All tests that have been made on 
"retention," i.e., the ability of a listener 
or reader to recall specific things that he 
has heard or seen, indicate that reten- 
tion decreases with the number of things 
heard or seen. No actual correlation has 
thus far been evolved but all research 
men realize that one commercial by 
itself is several times as effective as that 
same commercial in the midst of a flood 
of advertising adjectives. Since stations 
depend (as much as 50 per cent) on spot 
announcements in chain and station 
break time for their income, it's natural 
that they are loath to agree to eliminate 
half of their income. It is nevertheless 
future policy on networks to avoid the 
superabundance of sales talk in the 
middle of entertainment. 

Sponsors can help this situation by 
studying where during their program 
time a commercial will do the most good. 
Audience flow charts de\'eloped by A. C. 
Nielsen Company indicate that every 
program audience develops peak listen- 
ing some time during its broadcast pe- 
riod. It is seldom in the first or last 
minute of the show. Peak listening is 
naturally the point at which a commer- 
cial will receive its greatest impact, 
provided of course the plug doesn't kill 
the mood of the program and thus de- 
feat its own purpose. During the early 
days of Cavalcade of America commer- 
cials were included in the body of the 
program. It was later discovered by 
researcher Dr. Matthew Chappell that 
these middle-commercials were not doing 
their job in the middle of a dramatic 
sequence and that opening and closing 
sales talks were the ideal formula for 
this type of program. The job that 
Giiii/cm/c has done for du I'ont justifies 
the revised appro.ich. 

In other words, this future policy of 
the larger stations and networks which 
it is expected will he written into the 



National Association of Broadcasters 
commercial code will make for better 
broadcast advertising, not hamstring 
sponsors. 

Networks generally do not accept ad- 
vertising of the following types of busi- 
ness: 

l*r(ift'Nhlon:il (ipr\'lct'(i 
.StiH'kH and liiii)(l!it 

Hyfilcne produrtb. dcddoraniN* 

Ki'diirliiii afii'iitn 

Ki'Htorat ivcK (liali and othi'ih) 

Tort unv ti'lllng 

.MortuurlfMt 

WlnfH and ILiiuoiNt 

Klri-arnis and lircwdrkH 

.Malilnionlai aai'ncU'B 

KacinA (ir|<anl7.ailon8 and Informal lont 

Kmplayiiicni si-ivlci-st 

»/J<«» nol apply lu MliS, A IIC. 

i/tiirx not apply on moat indfptntknt stations 

tftntv the hard liquor ttibuo uppliet on rnost stntions 

Networks differ in the interpretation 
of these restrictions. CBS is said to 
have refused Lifebuoy business recently 
on the ground that it is a deodorant, 
while NBC accepted the business on the 
ground that it is a soap. As stations 
increase and business becomes more 
difficult to sign it's to be expected that 
regulations will be honored in the breach 
rather than observance by the smaller 
stations. There is a natural temptation 
to claim the world in advertising copy, 
to cram in as many words as possible, 
to irritate as much as possible. In the 
long run, and in the short sprint too, 
this does not accomplish the aim of the 
advertiser. Even the number one ex- 
ponent of irritant advertising copy, 
American Tobacco Company, has re- 
cently discovered that the amusing non- 
irritant middle commercial on the Jack 
Benny program was doing a much better 
selling job§ than the straight rub-'em- 
the-wrong-way approach. 

The trend on mj'stery programs is to 
air them after 9 p.m., when the moppets 
are in bed or on the way there. In more 
and more cases network stations record 
them if they're scheduled during the 
hours when youngsters listen and air 
them after half-pint retirement hours. 
Advertising on programs addressed to 
the rising generation is restricted to 
copy that doesn't trade upon the young- 
ster's credulity. In other words no magi- 
cal attributes can be attached to give- 
aways nor can the sale of products be 
said to save the hero from the villain. 
That doesn't stop the hero from endors- 
ing the product nor prevent product tie- 
ins with the program. 

Controversy generally is not accept- 
able on a regularly sponsored program 
out to sell commercial products. MBS 
and AKC will sell time for controversial 
programs out to sell ideas— but ideas 



and physical merchandise can't be sold 
at the same time. NBC and CBS will 
not sell time for controversial broadcasts 
but each is committed to giving time for 
such airings if the public interest in the 
subject is judged great enough to justify 
it. Recently station WOR (New York) 
refused to accept a Mutual Broadcasting 
System commercial program which was 
underwritten by the Communist Party 
of the U. S. A. Explanation was made 
that while it was committed by rules of 
the Federal Communications Commis- 
sion to accept such broadcasts during 
pre-election months it was only if the 
broadcasts were devoted to furthering 
the chances of a candidate for office. 
The broadcasts refused were not election 
presentations, and WOR did not think 
them "in the public interest." 

Most buyers of spot time have their 
agencies check copy with NBC and 
CBS on the ground that any extensive 
spot campaign will hit either an NBC or 
a CBS station. Clearance of words and 
music is also usually planned through 
the two senior networks before anything 
is put on records or sent to stations for 
live broadcast. Even clearance by these 
networks is no assurance that copy will 
be acceptable to every station. WQXR, 
the New York Times station, will not 
accept singing commercials and discour- 
ages clients from building their own pro- 
grams. WWJ (Detroit) refuses all re- 
corded spots after 6 p.m. Station WBEN 
(Buffalo) retains the right to take off 
any commercial spot if, in the eyes of 
the station, it proves "detrimental to 
over-all listenability." Many stations 
have lately begun to follow WNEW 
(New York) and submit copy to the 
Better Business Bureau for okay before 
accepting it. 

Timebuyers generally are more careful 
about clearing material with stations 
that are represented by Ed Petry than 
they are with those of any other rep. 

The fact that printed media accept 
product claims is no indication that the 
same claims can be used on the air. It's 
one thing to read something and another 
to hear it on the air. This is stressed by 
continuity acceptance department ex- 
ecutives who point out the need for 
mental ears as well as eyes when reading 
scripts. 

It's the toughest job in broadcasting 
— to be an arbiter of "good taste." It's 
a job that leaves a bad taste even in the 
umpire's mouth, but broadcasting 
wouldn't be a satisfactory advertising 
medium without the tasters. 

5.-1 tprciat jfiiriyv frv .■InimVnn Tobacco Company 
thcmtrtrcs prorrd this to their own satitjaction. 
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a look alieaid^ lie] 



At least ninety per cent of all station 
and network promotion fails to achieve, 
for the s(X)nsor, the job that it sets out 
to do because of lack of coordination 
between the agency, broadcasters, and 
advertiser. Radio can and usually does 
do a job by itself. When it's promoted 
it has been proved that it can do many 
times its normal job. 

The senior networks have two giant- 
size annual promotions, NBC's Parade 
of Stars and CBS's Biggest Show in Totvn. 
Each develops promotional kits for 
every program on its chain. The kits 
depend in part for their effectiveness on 
agency, talent, and sponsor cooperation. 
CBS transcribes spots for every commer- 
cial program regardless of cooperation 
but admits that thtse spots would be 
better if everyone worked together on 
them. Pictorial material would be bet- 
ter at all networks if everyone with 
each program was on his promotion 
toes. The Parade of Stars will not include 
recorded spots in its kits in 1947, except 



in special cases, but live continuity is 
part of the packets and even script spot 
announcements require plenty of spon- 
sor, agency, and talent cooperation to 
make promotion sense. In practically 
all cases idea material is at a minimum. 
If a sponsor were to come to the net- 
works with an "idea" he would find him- 
self greeted with surprised open arms — 
and plenty of bonus publicity and adver- 
tising. This is no reflection upon the 
creative minds at the networks, but 
simply a statement of fact. With hun- 
dreds of programs to publicize and pro- 
mote, it's literally impossible for the 
networks to come up with promotion 
ideas for even a small percentage of their 
programs. The organizations are avail- 
able to sell whatever is developed but 
it would take many times the present 
publicity and promotional stalF of any 
network to create as well as distribute 
material on each of its shows, commercial 
and sustaining. 

ABC and Mutual do not have annual 



promotions. Both distribute reams of 
publicity and promotion but do it when 
the occasion seems to demand or a pro- 
niotional natural develops that calls for 
extra campaigning. Each network builds 
a promotional packet before a show bows 
in on the network and each will extend 
itself if a sponsor or agency comes forth 
with a promotional program or idea upon 
which the network can hang promotion 
or publicity. 

What's wrong with network promotion 
and publicity? 

A confidential report made by a pub- 
licity consultant to one of the first five 
spenders on the air placed the burden 
directly upon the advertiser, Mr. Spon- 
sor himself. In the following order the 
authority put his finger on these points: 

Tliere Is no coordination between nd- 
vertisin}^, s:iies, sales promotion mer- 
chandistnii. and the actual broadcast. 

Dealeis are not presold on the iliink- 
ing behind atr-ad campalf^ns and thus 
thin'l fiel belilnd radio. 

.Sponsors* own orgaiilzal ions aren't 
aleried to the thinklnfi behind broad- 
cast advertising campaigns. 

Guest star Information takes too long 
to reach the network publicity depart- 
ments so little or nothing can be done 
about even the best names. (This is 
basically an agency fault.) 
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— ABC 

BING CROSBY suest 
stars across top (ABC 
only) 

NBC 

FRANK MORGAN 
.until Apr 1-7, then | 

Ibig story 
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CBS. 



ACADEMY AWARD 
THEATER until Jan I 
1-7, then HOLLY- 
WOOD PLAYERS] 
until Msr 1-7. Special ; 
event that week: 
EAGLE'S BROOD. 
Beginning Mar 15- 
21, THE WHISTLER I 

»*«M B S 

AUTHOR MEETS 
THE CRITICS until 
Feb 1-7 then DID 
JUSTICE TRIUMPH. 
Week of Mar 15-21 
special event: SALUTE 
TO C AMPFI RE 
GIRLS. Beginning 
May 15-21, OPIN- 
ION AIRE 
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MONROE, LOUISIANA 
HAS 




LISTENERS 

IN MONROE AND 
NORTHEASTERN LOUISIANA 
THAN ALL OTHER 
STATIONS COMBINED 

AND REACHES A 

$103,629,000.00 
BUYING POWER! 

For the third straight year, authenti- 
cated listening surveys conclusively 
prove that KMLB has more listeners 
In Monroe and Northeastern Louisi- 
ana THAN ALL OTHER STATIONS 
COMBINEDI 

Reach this $103,629,000 annual 
buying power with KMLB— the only 
radio facility clearly heard in this 
area 

AFFILIATED WITH 

AMERICAN BROADCASTINC CO. 



REPRESENTED BY 

TAYLOR-HOWE-SNOWDEN 

JCI>NCI, If.. Mgr 



.\»ii'iii'y. lU'lwurk. spniisur. iind iaU*nt 
ini'HN, di-parlniciits 4lii|>ILr;iu* 
uilu'i*H I'lTt'iiH Ml ih:ii iiiilllunN of lines 
iif |>ul>lk' ri'lailuiis niatiTi.il IniCilv 
iii*%\t(P:ipi-i ;iiid iiiaga/itie I'dlloi »t ralluT 
iliati uc-hteve piilillcniioii. 

'riicrr no coordltiailuii lM*twi*i-ii not- 
work ati<l spot b^oadca^lh1A caiiipaiAiiK. 
The ri porl r<oliilod lo I he l.ucky Strike 
Hpot iipi-tatloii ifi-iMlily as llic pl'rfri-l 
I'xanipU* of a spot catiipalj^n niadi* tii-wii- 
wortliy In ItNow'n ilj^lit. 

The time of station men handlsliij^ 
and promotional staff Is M-asted hy 
I 111 if heltifX Alven the i-anie tiiateiial to 
distrihuti that Is I>i{n;x handled by the 
spons(>r*H jobbers and factory rei>ie- 
.setilal ives t Iieniselves. 

.N"o executive of the sponsor is assigned 
the piobleni of fiubllclty coot dinallon. 
with the lesult that hiindieds of in- 
quiries from ne>N'si>aiH*r8 and mui^- 
y.ines are not serviced and ill-will 
instead of fiood-wlll is engendered. 

Information on what each Ktution Is 
ptipnred to do In mcichandlslnti, [iro- 
niotlcMi, adveitislnft. and publicity Is 
unavailable on more than <>fl per cent of 
any network or ftroup of spot stations 
heinA used In an advet tlslnft campaign. 
And most sponsors know very little 
even about the other -10 pei cent. 

The consultant stated that the first 
problem was to achieve a "meeting of 
the minds" so that there'd be no cross- 
purposes in making broadcast advertising 
pay. It was important, said the expert, 
to realize that CBS, ABC, and MBS all 
had their promotion departments work 
directly with affiliate stations but that 
NBC still had to do station audience 
promotion through its station relations 
department, thus accounting for the fact 
that while NBC's audience promotion is 
comparable with any other net's, its 
results, in station audience promotion, 
run considerably behind that of CBS. 
The expert pointed out that the further 
removed a network promotion man is 
from his station counterpart, the less 
effective are his efforts. 

This naturally brought up the case of 
a sponsor working directly with each 
station on the network he uses. No pub- 
licity or promotion executive at a net- 
work is outwardly against the idea. In 
fact one of them states "1 think it's 
swell because it makes the stations realize 
that the sfX)nsor knows they're on the 
network and he's watcliins; what they're 
doing witii publicity and promotion." 
The same executive pointed out that 
sponsor activity ought to be coordinated 
with the network's to avoid waste. 
Doing the same thing twice (network 
and sponsor) doesn't produce double 
results, it serves to cancel out as high 
as SO per cent of what would have re- 
sulted from doing it once. 

A number of agencies and sponsors 
have run contests for station promotion 



men, giving cash awards to those who 
have done the best job with sponsor 
promotion material. Most network and 
station executives are against these con- 
tests, basing their objections on the fact 
that "many enter and few win." It's 
their contention that the winners are 
happy but the losers so far outnumber 
the award collectors that the sponsor 
doesn't gain anything ultimately. Never- 
theless ofT-the-record comment admits 
that contests have produced millions of 
lines of publicity and carloads of pro- 
motion that otherwise would never have 
come to the sponsors who underwrote 
the competitions. As one network pro- 
motion man pointed out, "You have 
only to read the trade papers to see how 
stations go for sponsor competitions. 
There's hardly a month goes by that a 
station doesn't boast in full-page space 
that its operation did the number one 
exploitation job for a specific advertiser. 
Station executives may not 'like' them 
but they work hard to win, and that 
means free-wheeling publicity for the 
firm that sponsors a contest." 

It's pointed out that the year before 
last even CBS ran a contest on its own 
Biggest Show in Town promotion with 
$25,000 in awards to stations. The gen- 
eral feeling at the network is that the 
contest did not bring the campaign more 
promotion than it obtained previous to 
the contest. The network won't run any 
more. At least that's the feeling at 
Columbia at this time. 

On the question of efficacy of promo- 
tion, last year's, "most promoted network 
program," the Bing Crosby Show, is said 
to be the number one case history. The 
pre-broadcast promotion was the great- 
est any single program has received in 
years. The entire evening was christened 
Bingsday. Full pages were used in the 
Saturday Evening Post and New Yorker. 
Stations used thousands of lines of adver- 
tising selling Bing and Bingsday. On- 
the-air promotion started days before 
the first Bingsday. There was a full 
hour broadcast salute the Sunday before 
the first program. Three million envelope 
stuffers and 100.000 giant-si:e postcards 
were supplied Phiico dealers. Tradewise 
Bing's coming to ABC in transcribed 
fomi was top-drawer news and 12 radio 
and advertising trade papers carried full- 
page ads and gave blanket reportorial 
coverage on the dual e%ent network 
transcriptions and Bing on ABC. The 
show's first rating was 24.0, the highest 
any new show on a network has ever 
received. 

There was continuing promotion and 
publicity but only when Al Jolson first 
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came to the show as a guest did sock 
special-event handling go to work. When 
A I Jolson and John diaries Thoni.is 
donned blackface with Bing as inter- 
locutor on an old-fashioned minstrel, 
ABC made up a special promotional kit, 
as extensive as the average kit for an 
entire scries. The stations and the 
network went to town. Result, a 25.8 
Hooper, as high a rating as Bing Crosby 
had ever obtained during his long run 
on NBC. On the senior network Bing 
had built an established listening habit 
year after year. He also had the sock 
Thursday evening line-up of NBC pro- 
grams delivering an audience for him. 
On ABC he not only had to get an 
audience for himself but for the network 
as well. A typical Wednesday evening 
rating before Bingsday: 

8-8:30 8:30-9 9-9:30 9:30-10 10-10:30 
3.3 1.9 i.i 5.2 4.0 

These ratings are for just two weeks 
before Sing's opening program on ABC 
(October 2). When Bing's transcription 
was reverently placed upon the turn- 
tables, on October 16, the same Wednes- 
day evening hours were rated: 

8-8:30 8:30-9 9-9:30 9:30-10 10-10:30 
2.6 1.9 3 6.7 24 

At the outset the transcription repro- 
duction wasn't g(X)d and Bing Crosby 
hadn't as yet licked the problem of mak- 
making his recorded program sound as 
spontaneous as his live shows and pic- 
tures. His next rating slumped but pro- 
motion brought it back, as the chart on 
page 47 indicates. It also indicates that 
Bing's big audiences didn't come from 
the other networks, even the top-rated 
Bing slot at 25.8 drew only part of its 
audience from those who listened regu- 
larly to NBC. 

High-rated programs don't just hap- 
pen. They're built. It's also true that 
promotion requires something to pro- 
mote, but what has happened to shows 
like Breakfast in Hollywood, Queen Jor 
a Day, and The Shadow indicates that 
consistent promotion can sell program 
material that is little if any better 
than other programs with microscopic 
audiences. 

In the SPONSOR check list (page 18) of 
what to do before a commercial program 
hits the air there's an outline of how 
sponsors can merchandise as well as 
build listening. Broadcast advertising pays 
for the lazy sponsor, but it produces 
dividends way out of proportion to the 
investment for the sponsor who works 
at broadcasting and doesn't take the 
medium for granted. 
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The networks have once again as- 
sumed the mantle of showmen. Pack- 
aging programs for sale to agencies 
and their sponsors is now a major part of 
the activities of all four networks. All 
the four chains started in business as both 
facilities deliverers and program builders. 
In the case of the Columbia Broadcasting 
System it was a show, Arabesque, that 
accounted for many of its early tiine sales. 
CBS would build an audience for a time 
period on the air with this program and 
then sell the slot to a sponsor and move 
Arabesque to another hour. This went on 
and on until Arabesque's author Yolande 
Langworthy and the network disagreed, 
and the program left the web. Long 
after it ceased to be a featured network 
production, however, CBS was still pre- 
senting Arabesque over its Dixie l(X)p by 
audience demand. 

Mutual became a program-producing 
entity when Edgar Kobak became MBS 
president and brought in Phil Carlin to 
create a program department. Mutual 



being particularly shy in audience-pro- 
ducing shows, Carlin had to start from 
scratch and did, building such successful 
packages as Queen Jor a Day (with Ray- 
nuNid Morgan), Meet the Press, Tiventy 
Questions, and Juvenile Jury, to mention 
four sponsored MBS-built vehicles. 

The American Broadcasting Company, 
being in somewhat the same position as 
Mutual, although it had a program de- 
partment, has also built a number of pro- 
grams which have been sold to sponsors. 
Their present record includes U'i7/ic 
l'i[)er, Breakjast Club, Bride and Groom, 
Fat Man, Henry Morgan Show, Paul 
Whileman Club, Ted Malone, and / Deal 
in Crime. 

Third net to make packaging of shows 
for sponsorship a major operatfon was 
CBS. Its Suspense is one of the few 
network-built productions that have ever 
achieved an audience big enough to push 
them up into the rarefied atmosphere of 
the Hooperated "First Fifteen." The 
CBS-stress on network-built programs is 
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Are you telling prospective buyers — 

• what you have to sell 

• in the best possible manner 

• through the most effective channels 0 
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ill p;irt Jittribiitcil to ;i ik-sirc on the part 
of tlie network to toiurol the future 
destiny ot the pnck.-igi's involved. They 
;ire l;iheled plainly "for use on CBS 
only." 

NBC IS the Inst network to liave 
clinihei-l aboard the weh-built package 
trend. It has seldom found any difTiculty 
in holding programs on its chain and thus 
until wry recently did not feel the need 
of commercial program production. Tlie 
senior network, however, has realized for 
some time the need for medium-priced 
high-audience programs and now plans to 
pay just as much attention to building 
shows for s.ile as the other three chains. 

An outstanding factor in all network- 
built packages is the price tag, all the 
programs being built to a price. Mutual 
pack.iges run from Married Jor Life at 
$1,250 a half hour to Scotland Yard with 
Basil Rathlionc at $3,750 and Harlem 
I lospiUility Club at $4,000. 

ABC packages run from Candid Micro- 
phone at $2,650 through Beulah at $4,000 
to Phil Silvers Show at $6,000. 

NBC-built programs run from the 15- 
minute Three Suns Shine at $ 1 ,500-$2,000 
through Mystery Without Murder, Colonel 
Humphrey Flack, and Frank Merriwell in 
the iinder-$3,000 range, to NBC Sym- 
phony which unofficially is said to be 
packaged on a yearly basis at $1,000,000 
(time and talent). 

CBS has 20 programs ready for spon- 
sorship, lliey range frotii My Friend 
Irma, CBS' hot test (Lever Brothers bought 
it) at about $7,000 to Robert Q. Lewis 
Little Show, 15 minutes of sophisticated 
nonsense, at $1,000. 

Back of the current efforts on the part 
of the networks to build programs are a 
number of factors. The tiiortality rate of 
independent package producers has al- 
ways been high. One season Henry 
Souvaine will have five shows on the net- 
works and the next he's happy to have 
one. Phillips Lord is all over the place 
one year and the next he has Counterspy 
and Po/iceifO))Ki)i, The uncertainty even 
for producers like Ed Byron, whose Mr. 
D. A. produces listeners at the lowest cost 
l->cr thousand of any top audience pro- 
gram, is sircii that continuity of new 
ideas and programs from independents is 
impossible. 

Networks h ue the facilities with wliich 
to huild and popularize programs at a 
minimum cost during the incubation 
period. Since e\ eiy net\\ork has sustain- 
ing time to fill, the trend toward building 
package shows for sak to spon.sors means 
a hisjiKr level of sustaining material. To 
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the s|"K)nsor it means a "tested vehicle" 
rather than a program on which he has to 
spend thousands of dollarsjust to find out 
if anybody's listening. 

Network-built packaj;cs are a help to 
agencies too. This hasn't been realized 
until recently. They permit the agencies to 
avoid the 100 per cent responsibility cn 
shows which they have taken in the p?st. 
They are enabled to shop the field. Of 
course they're restricted to the shows that 
are available on the network on which 
they expect to buy time and in most 
cases the program continues tc belong to 
the network. Even in the latter situation 
deals are being made. The / lenry Morgan 
Show is ABC's package for three years 
but at the expiration of that time, if it has 
been continuously sponsored by Ever- 
sharp, it becomes the sponsor's. This is 
subject, of course, to negotiation between 
the star and the advertiser, but without 
the web's acting as the middlcnwn. It is 
the confident belief (of most agencies and 
network executives) that sponsors can 
protect themselves so that a network 
package program on which they've spent 
millions may not be sold to another 
sponsor, competitive or otherwise. 

CBS is definite on the point that no 
Columbia package will ever be available 
on another network. Its stand is that 
since it has built and promoted the pack- 
age there's no justification for signing a 
contract which would permit the pro- 
gram to take a Columbia audience to 
another chain. 

The crying need is for more Fibber 
McGee and Afo//y-type programs, which, 
even when they're at the top of the heap, 
still don't cost $20,000 and over. Because 
the Lux Theater is owned by Lever 
Brothers it hasn't increased its talent cost 
very much down through the >'ears (cur- 
rent bill is $16,000) and it's now the 
number one dramatic program in audi- 
ence and imp.nct on the air. The Lux 
lesson is clear to most sponsor executives 

"own your own show -or at least 
control it." 

Feeling at the networks is that program 
costs have grown out of line. They've 
noted, however, that a sponsor who has 
been complaining bitterly about program 
costs is liable the next week to buy the 
most expensive package available, as one 
of the top soap manufacturers did a few 
years ago. The problem, then, is to make 
available to sponsors programs that have 
high [-lOtenttalities, which will not giowout 
of line in costs when they do attain major 
audience stature, and which will have 
their growing pains before they become 
commercial. 



ADVERTISEMENT 

"WHAT'S ALF 
THE NOISE 
ABOUT?'' V 

HiTcntly, much lias heen said in print 
hy variuuB transcription producers aliout 
ni'W >liows they are off«'rinf^ 

One producer >ays his new !.liow ig 
"making transi riplion history," another says 
his show is tlie "greatest and must rxpiii- 
sive ever produced," aiiollier says liis sliow 
is "more than ju>l a radio show," anotlier 
says "all linic-all star transcription lop," 
another says ''iiiii^t extensive opportunities 
ever pre6cnle<l," etc., el<'., ad infinitum. 

VTv're really gla<l the transcription hoyii 
are liegiiniiiig to do soiiii-thing worth while, 
HUT — "WU ATS ALL THE NOISK 
AliOUT?" 

WE'VE H KEN PKODUC.LNC HIGNAMK 
STAR TOP-NOTCH SHOWS SLNCE 1940! 

I-UHTHERMOHE. WE DEFY ANY 
RADIO PROGRAM MAN TO SHOW US 
ONE SHOW RECENTLY PRODUCED 
WHICH IS HIGGEK IN ANY WAY THAN 
THE SHOWS WE'VE REEN DOING FOR 
THE PAST SEVEN YEARS. 

The record speaks for itself. We started 
name star shows and have continued that 
policy for the past seven years. 

What other producer, other than Keniiit- 
Raymond, can offer shows such as the 
half-hour transcribed series "HOLLY. 
WOOD'S OPEN HOUSE" with Ray RIoch's 
orchestra, Jim Ameche as emcee, a guest 
star comedian, a guest star singer and one 
or more motion picture guest stars on 
every show? Such great names as: Jack 
Benny and his entire company, Marlene 
Dietrich, Pat O'Brien, Lucille Rail, Rert 
Lalir, Ronita Granville, Milton Rerle, Dick 
Powell, and literally hundreds more loo 
numerous to mention and equally as hig. 

What other producer, other than Kerinil- 
Raymond, can offer transcrilied shows .<ucli 
as the great situation coniedv show, "THE 
EDDIE BRACKEN SHOW," starring Eddie 
Bracken, William Demarest anil Ann 
Rutherford and the entire orchestra and 
cast of the original CBS network show? 
What other producer, other than Keriiiit- 
Raymond, can offer such great transcribed 
features as Dave Elman's "HORRY 
LOBBY," with eleven years of network 
standing? The "JOHN J. ANTHONY" show 
with seventeen years of network standing? 
And such shows as the "FRANCIS LED 
ERER SHOW." -FAMOUS FATHERS," 
with guest stars such as: Ozzic Nflson and 
Harriet Ililliard, Deems Taylor, Laurit/ 
.Melcliior, Lowell Thomas and others jusi 
a.i equally big? Shows such as the ".ME,\L 
OF YOUR LIFE" and "THE WOMAN" 
witli guests such a^. Gertrude Lawrence. 
Elsa Maxwell, Victor Borge, Fiorello La 
(iiiardia. Ilka Chasi'. Rurg<'ss Meredith. 
Beatrice Kav, (Vorgie Jesscl, Margo and 
many, many others. PRETTY IMPRES- 
SIVE, ISN'T IT? W. ll, then - "W HAT'S 
ALL THE i\OISh: ABOUT?" 

If you reallv \>anl transcribed radio 
shows that speuk for ihemsehes, drop us 
a line, give iis a call or send Us a wire. 

KERMIT KW.MONI) SHOWS REALLY 
HAVE "SOMETHING TO MAKE NOISE 
ABOUT!" THEY "SPEAK" FOR THEM- 
SELVES. 

SPONSOR 




with William Demarest 
and Ann Rutherford 
and the entire original cast and 
orchestra, just as it was on 
^ the CBS network coast to coast 



IHE IRANSCRIBEO 

EDDIE 
BRACKEN 



SHOW 





vNOW AVAILABLE FOR LOCAL SPONSORSHIP 
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for audition and full information 
write, wire or phone 



"WHAT'S ALL 
THE NOISE 
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ABOUT? 



CORPORATION 

1 1 East 52nd Street, New York 22 

Eldorado 5-5511 



Avsiilsilili*! Xel\vi»rk ViU'Uniii^ Vvotivmns 



IIILE 


TYPE APPEAL NET TIME 


TESIEO 


1 AUOITION 


PRICE 


ADVENIUREI OF FRANK MEIIIIIWEI.L 


DR.\M.\ Jl'VE.SII.I, sue 1 30.M1.N', 1 A WKEK 
CottrKintr uthlcti> K^tlvps n tnyHtfry and wiiiH httilftip rotiunt t-acli w(f>k iu nmtalKic ulmuiphere 


VES 
of turn 


1 E.T. 
of century 


12250-12500 


aEUUH 


COMKDV F.\M1LV AUC 30 MIX, 1 A WEKK I 
Situutiuit coiiirdy rcvotxiiiK aruund huu.<wli(tld e»cap^'kii uf a maid 


YES 


1 LIVE A E.T. 


t40IXI 


BILL GOODWIN IHOW 1 


COMEDY FAMILY ntS 30 M IN, 1 A WEEK 
fjtTies fejilurini; radio aliil ecrtK-ii at-tor Itil) Go<*<]win 


YES 


1 LIVE 4 E.T. 


JOOOO-J.OOO* 


BILL IHAOELL ANO THE NEttI 


Sl-W.-; 1 FAMILY CHS 15 MIX, 1 A WEEK 1 NO 1 E.T. tiOHTW 
News of Ihc niniiiriLt p]wi a M'nip-up of wtt-k's iirMA from W'aiitilogton, D. C, direct from th<> Capita] by war-<-orrefipoudi>ut Shadell 


THE MARTIN BLOCK IHOW 


l)I.<K JOCKEY 1 WOMEN Mlt.S (W MIN'. 5 A WEEK I 
Martin block epinning rrcurdi d<-llinK niiunc and pruduels 


YF^ 


1 LIVE 4 E.T. 1 


Jl750 (JillR) 


CANOlO MICROPHONE 


IN'TEItVIEW FAMILY AUC 30 Ml>', 1 A WEEK | 
ConviTsatioiis of pi-opic ill all walkii overbeard ivith a wire recorder 


YES 


1 LIVE i E.T. 


12050 


CBS IS THERE 1 


DR.AMA 1 FAMILY CHS 30 MIN, 1 A WEEK YES 
ilintorical events recreated as iiewB stories covered by CUS; top news stories of other years revived 


1 LIVE A E.T. 


J3000-W500' 


CBS WEIKLI NEW] REVIEW 


N'EW,S ! FAMILY CUf 1 30 MIN, 1 A WEEK 1 
Intettrates reports from CHS newslDeD boijie and abroad; la-ft 10 min devoted to rcks quiz 


YES 


1 LIVE 4 E.T 


J1SOO-J2000' 


THE CLOCK 


DRAMA , ADULTS ABC 30 MIN. 1 A WEEK i 
PsycboloKieal drama 


YES 


1 LIVE 4 E.T. 


S2600 


COLUMBIA'S COUNTRY JOURNAL 


KARNI FAMILY CHS ' 30 MIN', 1 A WEEK : YES 
Combines internalioual farm news with inside coveraf^e from Wasbingtoii, D. C; remote pickups 


1 1 1 I. 1? T 

1 Ll\ t, 4 L. 1. 


J1500-J2000' 


COLONEL HUMPHREY FUCK | 


COMEDY i FAMILY NHC 30MIN, I A«EEK I 
Saturday Evening Post character takes to the air in adventures as a Ijcnign Kobin Hood 


YF^ 


LIVE 4 E.T. 


1 12500-13000 


COUNT OF MONIE CRISIO | 


DRAMA FAMILY | MIlS | 30 MI.S', I A WEEK 
llascd on lulventures of Dumas' famous character 


YES 


1 E.T. 


1 12750 


CRIME CLUB 1 


DRAMA : FAMILY MIlS \ 30 MIN, 1 A W EEK I 
,M.\*steric5 ba-scd on Doubled:iy & Co.'s Crime Club books 


YES 


1 E.T. 


{2000 


010 JUSTICE TRIUMPH.' 


DRA.MA FAMILY MUS I 30 MIX. 1 A WEEK 
Dramatization of legal cafic-historiesfadapted from New Y'ork Sunday News B4>rics> 


Y'ES 


1 E.T. 


12000 


OOORWAr TO LIFE 


DRAMA FA.MILY CUS 1 30 MIN. 1-5 A WEEK 
Case histories of problems in child-rearing and solution by professional experts, dramatized 


YES 


E.T. 


J360O-C900 


EOOIE ALBERT SHOW 


CO.MEDV 1 FAMILY i AUC 30 MIN. 1 A WEEK 
Experiences of small-town lawyer who has just hung out his shingle 


YES 


i LIVE 1 E.T. 


1 SGOOO 


ESCAPE 


DRAMA 1 FAMILY ' CllS ' 30 MIN. 1 A WEEK 
Dramatization of litcrar) classics with cast of veteran screen and radio actors 


XO 


1 E.T. 


t4000-»iOOO* 


THE FREO WARING SHOW 


.MUSICAL FAMILY : NBC 30 MIX. 5 A WEEK OR 

PART THEREOF 

Waring and his 60 Peniis.vlvanians sing and play in their own unique style 


YES 


j E.T. 


1 1 0.000- 1 16.000 


FRONTIERS OF SCIENCE 


NEWS 1 FA.MILY CllS , 15 MI.X. 1 A WEEK Y"ES E.T. 
Quincy Howe reports current advances in science and its influence on iDdividual. national, iDtemationsl welfare 


1 1750-1 1000* 


GIVE AND TAKE 


AUDIENCE Participation ! family chs ' 3o .mix. 3-4-5 a week 

John Reed King in a quiz session with gi^'c-aways 


1 YF.S 


1 E.T. 


t3.O0O-»S00O* 


CRAMPS 


DRA.MA FA.MILY NBC 1 30 MIX. 1 A WEEK XO 
Lovable old Cramps gets his daughter and her family into and out of one difficulty after another 


1 E.T. 


t2500-t3000 


HARLEM HOSPITALITT CLUB 


AUDIENCE PARTICIPATION FAMILY MUS 30 MIX, 1 A WEEK 

Variety show with all-eolored east; features famous guest stars, with Willie Uryant as me 


YES 


1 E.T. 


1 J40tl0 



HAWK LARABEE 
HEART'S OESIRE 
HIGH ADVENTURE 
HIiKEVMOON IN NEW YORK 
HOUSE PARTY 

HOWARO K SMITH FROM LONOON 
JOHNNY MAOERO. PIER 1] 



DIIA.MA FAMILY CUS 30 .MIX. I A WEEK VES I ET. 

Hotel keeper in resettled ghost tow n takes listeners on fast -action, hard-riding western adventures 



(350O-t45U0 



AUDIIACE PARTICIPATION I WO.MKX MHS 30 .MIX, 5 A WEEK YES I LIVE 4 E.T. i >2250(4IIR 

Winning letter, selected by studio panel, earns writer her heart's desire 



I DRAM.\ 



> FA.MILY .MBS 30 .MIX, 1 A WEEK 
.Adventure with s|K>rts. S(M. western, air, detective backgrounds 



YES I LIVE 4 E.T. J1500 



AUpiKXCE I'AUTICIPATIOX [ FA.MILY NBC I 30 .MIX. 5 A WEEK ! YES I E.T. Jl.xOO-J2SOO 
Mc I'xl llerlihv interviews iin engaged, an iinniverruin . jnd a honeymoon couple and present-s them with gifts; .songs by Eve Y'oung 



Ai DiENCE Participation fa.mily cbs : 30 mix, 5 a wkkk i ves e.t. 

Art Linkletter mr*.i typical audience |urticip;ition show with g:tgs and give-aways 



J3iUO-J4000' 



XLws i family rus 15 min, 1 a week i yes e.t. 

Ririgsidi' review of significant Euroivan news of the we<'k by CIW Euroth-an news chief 



11000 11200* 



l)H.\MA FAMILY MHS , 30 MIX. 1 A WEEK 

J;M-k \\ ebb ill San Francisco water-front adveiuures in the dimgerous Eiiiliarciidero area 



JOSEPH C HARJCH ANO THE MEANING XLM .< 

OF THE NEWS 



Family cu.-^ is mix, i a week 

I.:ite biillelliis and iiilerprrtation of weeks di-velopnicnts in national :ind international affairs 



YES LIVE 

YES E.T. 



, 13750 
SllOO-SlSmi 



LEAVE IT TO THE GIRLS 



(■(I.Ml'.I)Y M tiMKN MHS 30 MIN. 1 A WEF.K YES LIVE 4 E T. 13500 

Te<l Midoiie ine'a a rollitkiiig ruiindlablt- of rninanc^- with .Madge Ev-.iiis. Eloise MiKlhone. Florence Pntchett. Paula Stone and guest stars 
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TITLE 


TYPE APPEAL NET TIME 


TESTED 


ALOIIION 


PRICE 


LET'S GO TO THE MOVIES 


SCKEHN , FAMILY 1 MBS 1 30 MIS', 1 A WEliK .^'"p,' 
I'^xccrpts from current hit picttlrcs; filrn news, interviews \rith stars and producers of the hits. (Irace Edoii 


LIVE 4 E.T. »12.5n 

co-editor of Mayfair magazine nic s 


LISIEN OREFULLY 


1 AUDIENCE PAUTICIPATION 1 FA.MILY 1 MBS ' 30MIN, lAWEKK NO 1 LIVE 4 E.T. 1 
Participants win prijcs with answers to questions lascii on (aots from the three dramatic skits featured on each show 


{4000* 


LDDK YDUR BEST 


1 AITDIENCE PUITICII'ATION I FAMILY 1 CH.S 30 MIN, 3-»-5 A WEEK i YES ' E.T. 
Dick Willis, Hollywood beauty exp^Tt, lets listeners in on his diagnosis and advice to volunteers from studio audience 


12.500 12700 


MARRIED FDR LIFE 


1 DRA.MA ! FAMILY 1 MliS 30 MIN, I A WEEK 
Dramatized stories of romance and inarriatte 


YES 


LIVE 4 E.T. 1 


112.50 


THE MICHTY CASEY 


1 CO.MEDY 1 FAMILY i MBS | 30 .MIN, 1 A WEEK 
Adventures of Ca.sey after that famous tliird strike 


YES 1 


LIVE 4 B.T. 


t350U 


MR. PRESIDENT 


1 DRA.MA 1 FAMILY 1 ABC . 30 MlN, 1 A WEEK 

Human side of life in the White llouse^ramatized anecdotes about historical figures 


YES 1 


LIVE & E.T. 


toooo 


MYSTERIOUS TRAVELLER 


1 DRAMA ! FAMILY ! MUS 30 .MIX, I A WEEK 
Mystery and suspense thriller 


YES 


LIVE 4 E.T. 


$17.50 


MYSTERY WITHOUT MURDER 


1 DIUMA , FAMILY 1 NBC 1 30 MIX, 1 A WEEK YF-S LIVE 4 E.T. ' J2.'i00 JSjXW 
Peter Gentle and his girl Friday refuse cases invol\-ing murder or violence and produce excitement with head-work rather than blood-lcttmg 


THE NBC SYMPHONY 


1 .MUSICAL : FAMILY I NBC 1 60 MIN, I A WEEK 1 
.\rturo Toscanini, Conductor; .Miscliu .MischakofT, concert master; outstanding guest conductors 


YES 1 E.T. 1 
and soloists 


ji,oo9,oao"t 


NELSON OLMSTEAD 


1 DRAMA 1 FA.MILY | NliC I l.'S MIN, i \ WEEK | YES I 
Olmsted adapts and presents a dramatic narration of a short story from the world's best literature 


E.T. 


12300 J2.500 


OKUHOMA ROUNOUP 


1 MUSICAL ! FAMILY | CBS ' 30 MIN, 1-5 A WEEK 
Concocted of frontier fiddling, yodelling, and plain and fancy gags from the hills 


YES 1 


E.T. 


1400O-H.5OO' 


ONCE UPON OUR TIME 


1 .MUSICAL 1 WOMEN I NBC I, IS .MIN, 5 A WEEK 
Jack Kilty relates stories of yesterday and today in narrative and song 


YES 1 


E.T. 


t250O-»3ono 


OPINIDN-AIRE 


1 DRAMA 1 FAMILY | MBS I 30 MIN, 1 A WHEK i YES I LIVE 4 E.T. 1 S35nO 
Two national ftgures debate issue of the week and comment a top cross-examine; poll studio jury and listeners from ten selected cities 


PHIL SILVERS SHOW 


1 COMEDY 1 FA.MILY 1 ABC 1 30 .MIN, 1 \ WEEK 
.Movie comedian Phil Sil\'ers brings his typical humor to the air 


YES 1 


LIVE & E.T. 


$0000 


PHIUDELPHIA ORCHESTRA 


1 .MUSICAL 1 FAMILY | CHS I 60 .MIN, I A WEEK 
Eugene Ormandy. conductor, and more than 100 distinguished instrumentalists 


YES 1 


E.T. 


J7.5nO-$lO.OOO* 


PLAYS BY EAR 


1 DRAMA 1 FAMILY I NliC I 30 MIN, I A WEEK 
Hector Che\'igny creates and plays dramas designed especially for radio 


YES 1 


E.T. 


$2,500^13000 


QUIET PLEASE 


1 DRAMA 1 FA.MILY | .MBS | 30 MIN, 1 A WEEK 
Psychological mystery thriller 


YES 1 


E.T. 


$17.50 


ROMANCE 


1 DRAMA 1 FA.MILY 1 CBS ! 30 MIN, I A WEEK 
Recreates greatest lo^T-stories of all times 


YES 1 


E.T. 


S3600-$3900 


ROOFTOPS OF THE CITY 


1 DRAMA ' F.\.MILY CBS 1 30 MIN, 1 A WEEK 
From a skyscniper audience looks into private lives of neighbors in the metropolis. Originals a 


NO 1 E.T. 
nd adaptations 


$4000-$5OOO' 


ROBERT g. LEWIS LITTLE SHOW 


1 COMEDY 1 FA.MILY I CHS | 30 MIN, 1 A WEEK YES \ 
Lewis presents humorous satires such as .Movie of tie Week, Gripe of the Week, Listener of the Week. etc. 


E.T. 




The ROBERT g. lewis show 


1 VARIETY ' FA.MILY | CBS I 1.5-30 MIN, 1-5 A WEEK 
Lewis presents hi& own band, girl vocalist, and guests, does satirical routiu s, etc. 


NO 1 


LIVE 1 


SIOOO S6000 


SCARLET gUEEN 


1 DRAMA 1 FAMILY i .MHS i 30 .MIN, 1 A WEEK 
Sea adventure — a day in the log of the Scarlet Queen 


1 YES 1 


LIVE 4 E.T. 


1 $3750 


SCOTLAND YARD 


1 DRAMA FAMILY MHS ' 30 MIN, 1 A WEEK 
Scotland Yard mysteries with London background 


i YES 


LIVE 4 E.T. 


$3750 


SERENADE TO AMERICA 


1 MUSICAL 1 FAMILY NBC 25 MIN. 5 A WEEK 
Familiar music featuring guest vocalists with large concert orchestra 


YES 


E.T. 


S4O0O-S.5O001 


SO YOU WANT TD LEAD A BAND 


1 .MUSICAL 1 FAMILY , ABC ' 30 MIN, 1 A WEEK 
Sammy Ka.ve invites members of studio audience to lead his Iiaud and win prizes 


YES 


LIVE 4 E.T. 


I S2750 


STUDIO ONE 


1 DRAMA FAMILY 1 CBS . ! 60 MIN. 1 A WEEK 
Repertory theater of the air 


1 YES ! 


E.T. 


$8000 S12.000" 


SUNSHINE INN 


1 DRAMA 1 FA.MILY | CBS 1 30 MIN, I A WEEK 1 NO 1 
Zazu Pitts starring as a gentle ino-keeper so interested in helping others she gets nowhere herself 


E.T 


1 S6(XIO-S70O0' 


SWEENEY AND MARCH 


1 CO.MEDY 1 FAMILY CBS 30 MIN. 1 A WEEK 
Ex -01 Hal March and Hob Sweeney do take-offs on dilemmas of everyday life 


YES 1 


E.T. 


$5000- $6000" 


THE THREE SUNS SHINE 


1 MUSICAL ' FAMILY NBC 15 MIN, I A WEEK 1 YES 
Al and Morty Nevins and Artie Dunn j«in with Betty Harris in a new program of music and songs 


E.T. 


SI500-$2000 


TREASURY AGENT 


1 DRAMA ! FAMILY ' ABC 30 MIN, 1 A WEEK 
Exploits of the T-men, Uncle Sam's largest law-enforcing group 


YES 


LIVE 4 E.T. 


1 $3000 


WINNER TAKE ALL 


1 AUDIENCE PARTICII'ATIO.V FAMILY < CBS 15 30 MIN. 1 -5 A WEEK 
A serial quiz battle. Two members of studio audience contest and winner of each round stays 


YES 
on program 


E.T 

until defeated 


$:!ODO-$320O 



•Estimated hy SPO^•SOR. 

tThls may change with calibre of sponsor and product. 
"Time and talent. 
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1 iiois chise ill ihiytiJiie 
liiii s|iiH^aMl oiil at Jiiji^lit 

For the five niontlis which have been and CBS ratings me to that 5.4. ABC 

selected by sponsor for an analysis of and MBS, neither of which have daytime 

network program ratings by types and soap operas, reflect this fact in lower 

the cost of each t>pe, the publication's ratings ABC's Breakfast Club and Break- 

research department has also placed the fast in Hollyuood g,o a long way towards 

network urban telephone home audience bolstering its urban popularity rating. 



under the slide rule. The figures which 
have emerged bear a striking resemblance 
to the four networks' BMB coverage 
maps published for the first time in this 
issue. 

Because the maps cover the nighttime 
listening only, nighttime rating figures 
were studied first. At night the National 
Broadcasting Company shows an average 
lead of 3.1 percent of the surveyed urban 
telephone homes over the number two 
nighttime network, the Columbia Broad- 
casting System. NBC's nightime aver- 
age Hooperating for the five-month 
period was 14.5, against CBS' 11.4. 
NBC's average figure is based upon 41 
commercial shows per week and the CBS 
ranking is based upon 45 programs per 
week. The fact that CBS has more 
less-than-half-hour programs accounts for 
the higher number of programs per week. 

The American Broadcasting Com- 
pany's average rating was 2.9 points 
behind that of CBS. The number of 
commercial programs used for establish- 
ing its listenership in the thirty-six cities 
surveyed by C. E. Hooper was 23, just 
over half of CBS'. 

For the Mutual Broadcasting System 
rating an average of 20 programs was 
surveyed during the five-month period 
and they rated in popularity 3.5 points 
behind ABC, or 5.0. 

A quick look at the BMB maps (pages 
41-44) will indicate (although natu- 
rally it can only be an impression) just 
how accurately the coverage basis of 
50 per cent of the r.adio homes listening 
once a week reflects the rank order of 
listener preference for each of the webs. 

During the daytime hours there isn't 
any one of the networks that shows, 
urban-ratingwise, an extensive lead 
over all the others.* The four networks 
rank in the following daytime order: 
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Trade interest this fall will be concen- 
trated on seeing what Kate Smith Speaks 
and the Martin Block program will do for 
Mutual and what the Paul Whiteman 



disk Jockey hour will do for ABC. Also 
a fall factor will be the expected shift of 
the NBC Fred Waring program to the 
10 a.m. (est) period where it will not 
buck Breakfast in Hollywood but will be 
competition to My True Story. 

City-by-city ratings disclose a further 
fact, that during the day leadership 
shifts between NBC and CBS depending 
upon how promotion-minded the net- 
work affiliate is in that city. There is 
also a shift at night city-by-city but it is 
not so frequent or so general as the day- 
time shift. 

• All ratings are based upon commercial netvork 
programs only. 



1 



It nny be noted that the average day- 
time strip rating for the same period was 
5.4 (page 65) and how close the NBC 
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yuu liave 




i:tO 4|iuirl4'r-ii4»iir .^lii.sirjil l*ro;>'rniii.s 

...each bubbling over with captivating, all-time favorite hij 
tunes ... each star-studded with top ranking network artists, 

slarrinfj |{ril<». romantic baritone 

with SAMMY LINER, pianist extraordinary of the Kostel- 
anetz Orchestra, DOC WHIPPLE, master of tlie organ, 
ALLYN EDWARDS, emcee . . . names that spell bigtime radio 
entertainment for everyone . . . now being broadcast success- 
fully for advertisers over 53 stations throughout the country. 

OTHER PROGRAMS. THE AVENGER • SMILIN' ED McCONNELL 
BLACKSTONE, MAGIC DETECTIVE 
DICK COLE AT FARR ACADEMY • THE HAPPY GANG 

CHARLES MICHELSON, INC. 

Pioneer Program Producers Since 1934 
67 WEST 44(h ST., NEW YORK 18 • PHONE MU 2-3376 — 5168 
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Two 

best- 



jingle pulls 
if you have Hope 



The most successful contest during the 
1946-47 season was the Bob Hope- 
Pepsodent My Favorite Brunette jingle 
promotion. Although no official figures 
have been released, total entries were just 
under 1,000,000. Success of the contest 
was no accident. The plan was the 
brainchild of Charles Lucicman, Lever 
Brothers' president (see June sponsor), 
and as usual Luckman handled the con- 
test liice a military campaign whose ob- 
ject was to reach the greatest number of 
toothbrush users in the shortest length of 
time. Long before the opening gun, 
Foote, Cone and Belding, Pepsodent ad- 
agency, had researched all the contest 
elements. The first problem was to un- 
cover what type of contest would induce 
the greatest number of listeners to enter. 
Two contests were tested, one using the 



usual "25 words or less" on the product 
and the other calling for the contestant 
to write a two-line jingle and send it in 
with a boxtop. The two-line jingle out- 
pulled the 25-word formula ten to one with 
the sales impact in the latter area many 
times as effective as the straight "reason 
why" appeal. In the test the same awards 
were used in each contest and the pilot 
areas were as similar as any two areas 
could be. The ten-to-one return con- 
vinced "General" Luckman that the 
jingle was "the" contest. 

The next problem was selection of 
awards. A door-to-door survey indi- 
cated that a new car was Mr. and Mrs. 
America's greatest yen — even greater 
than cash. Next in desire was an electric 
refrigerator and third was that well- 
known prize that's printed in government 



green, money. The least money that 
would draw most listeners was decided to 
be $100. 

That settled it — the awards in the con- 
test were autos, refrigerators, and $100 
bills. Foote, Cone and Belding made a 
deal with Chevrolet and Frigidaire divi- 
sions of General Motors for 24 Chewies 
and 48 Frigidaires. This paid off two 
ways, the awards were trade-marked 
items with known value and 7,170 
Chevrolet dealers gave window displays 
over to the contest. 

With the prizes in hand the next prob- 
lem was to find glamor. Pepsodent had 
tested a motion picture tie-up in 1942 
with The Princess and the Pirate, no con- 
test, just a p)oint-of-sale display deal. It 
had sold Pepsodent. Therefore a picture 
tie-up was logical. Bob Hope owned 50 
per cent of the picture My Favorite 
Brunette (with Paramount Pictures) and 
there was plenty to play around with on 
the title. Hope's being the star of his 
own picture and the star of the Pepsodent 
program provided the perfect answer for 
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till.' gliimor dtpartrntTit. When the 
st.iric'd nctress is Dorotliy Laniour there's 
the iiKiterial for double jjlanior. The 
point-<)f-s;ile displny pieces on the con- 
ie>;t with I lope and Lamoiir were said to 
have done as much toward reminding 
shoppers to "buy Ptpsodent" and com- 
|->ose jinjjles as the steady air-plugging. 

The actual idea on the contest was, 
after a number of false starts, decided as 
a jingle to begin "My Favorite Brunette 
is- ". At first blush it seemed that the 
picture was obtaining the best of the 
deal. Since every submitted jingle had 
to be accompanied by a Pcpsodent box- 
top, however, even if the contest was 
strictly a picture title plug, a million 
boxtops can't be laughed off. 

The next most successful 1946-47 con- 
test was the Ralph Edwards-Duz Truth 
or Consequences' Mrs. Hush. This "idcn- 
tify-tlic-fcmous-voice" stunt (the second 
annual for the show) drew 869,275 pieces 
of mail and raised $545,000 for the 
March of Dimes campaign. There was 
no direct commercial tie-up with the 
Mrs. Hush stunt but it increased intensity 
of listening to the program which has its 
advertising credits scattered generously 
all the way through the 30-minute broad- 
cast. 

The third big contest during the spiing 
season was Procter and Gamble's Spic and 
Span promotion which ga\'e away weekly, 
for five weeks, a house (plus $4,000 in 
cash to purchase the lot and landscape it) 
as first prize. Other weekly prizes (1 1 1) 
included a 1947 Chevrolet sedan, 10 
Eureka vacuum cleaners, 100 electric 
irons. This was featured on Perry Mason 
(CBS) and Life Can Be Beautijul (NBC) 
as well as in full-page ads in 100 news- 
papers in 89 cities. All newspaper ads 
suggested (in the contest rules and regu- 
lations) that readers listen to Perry 



Mason or Lije Can Be Beautijul for 
weekly announcements of the grand prize 
winneis. The contest was the typical 
Dancer- Fitzgerald-Sample ftnisb-the-sen- 
tence-in-25-words-or-less routine. The 
sentence — "1 use Spic and Span, the no- 
rinse no-wipe cleaner, because " 

Figures on the promotion were not 
completed as this Fall Facts issue of 
spo.N'soR goes to press, but the first 
weeks' returns, while good, were nothing 
to compare with the Hope or Hush 
operations. P. & C. officials, who cannot 
be quoted (company policy), admitted 
that a new idea might outpull the tried 
and true formula but claim that contest 
returns and contest promotion-of-sales 
are not plways in proportion. America's 
number one soap manufacturer insists 
that the "make them discover why the 
product is good" contest formula is in- 
fallible. They point out that it sold new 
products long before radio was an adver- 
tising factor and claim that it'll be selling 
for manufacturers long after standard 
sound broadcasting has taken its place as 
just one of the forms of broadcast adver- 
tising (along with TV, FM, and FAX). 

Another big contest was the Kolynos- 
Bob Bums "Write a story in 150 words or 
less about Bob Bums' relatives in 
Arkansas." 

Reading the answers was no doubt fun, 
but the contest did very little if anything 
for the toothpaste. The air contest was 
expected in a large degree to carry itself, 
and the first prize, a Steelcraft Cabin 
Cruiser, just didn't have the universal 
appeal of a house or a car. Besides, the 
average listener doesn't think that he 
can write and so, despite the claim that 
English and grammar didn't count, the 
mail just didn't flow in as expected. Bob 
Burns won't be spon.sored by Kolynos 
next season but the fact that the contest 



UNPRECEDENTED $600,000 NATIONAL PRIZE 

6-Week Jingle Contest 
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wasn't a sock success has nothing to do 
with the case. 

This report will make no effort to cover 
the audience participation programs 
which give away the Brooklyn Bridge 
(almost) at every broadcast. It's geared 
to tell the nation's sponsors what pulls 
and doesn't pull inquiries and contest 
entries on the air as broadcasting ap- 
proaches the fall 1947 season. 

ABC started off the last fall season 
with a cooperative contest into which all 
its four children's shows were tied. It 
drew 300,000 entries (some from areas 
where ABC programs can't be heard even 
with the best radio home receiver avail- 
able). The contest-promotion increased 
listening to the four prcgrams tied into 
the events: Terry and the Pirates, Sky 
King, Jack Armstrong, and Tennessee Jed, 
as long as the promotion was current. 
When it was over ABC juvenile shows 
were back to where they had started. 
This bears cut a merchandising theory 
that youngsters go for prizes but once the 
gifts are ended they retum to their regular 
listening habits unless the contests were 
continued long enough for the programs 
to win juvenile listener loyalty. Ed 
Kobak (MBS) comment to his staff on 
his competition's juvenile promotion was 
brief and to the point— "1 thought that 
promotion was supposed to deliver audi- 
ences." Mutual's children's hour, with- 
out too much promotion, except that de- 
veloped by Cari-Cari of Gardner Agency 
for Ralston Purina's Tom Mix broad- 
casts, and Hal Davis of Kenyon and 
Eckhardt for Kellogg's Superman, out- 
pulled ABC's, program for program, 
every day. The fault of the ABC contest 
was that it was short temi and while 
sales can be promoted with short-term 
contests, audiences usually can't. 

It's difficult to change the listening 




Farmer's wife receives Spic & Span award Broadside that sold dealers on Hope contest Pepsodent officials admire Hope's mail 
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A FELLOW By THE NAME OF HUGO has sussested the 
Rddio-of-Tomorrow ... a cyhndrical receiver which 
mother can slip over the vacuum cleaner as she cleans 
the russ. Frankly, we can't see a future for this sadset 
of tHuso's — imasine your commercial comins out of a 
vacuum cleaner — but this sentleman does portray a fine 
cnaracteristic. tHe is lookins ahead and attemptins to 
prosress. 

tHere at WSPD— on a slishtly more practical basis — we, 
too, are constantly lookins ahead and stayins ahead with 
better and more progressive services to our advertisers. 




JUST ASK KATZ 



^^^^ 



lijibits of cliildrcn and they have been 
won over a pericxd of )'ears by Sufxrrman, 
Hop I lorriiiiiii, Terry mid the Pirates, and 
not by Sky King and the ABC line-up. 

Swift uscxl Breakfast Club for a write- 
thc-last-linc-of-the-limt-rick contest. This 
is also a tested fomuila. The only varia- 
tion employed was that the entrant not 
only had to finish the limerick but she was 
urged on the air and in printed advertis- 
ing to do so on an entry blank obtained 
from her local grocer or butcher who 
handled Swift's Bland Lard, the product 
being promoted. The reason for this was 
that the winners not only rated either a 
trip around the world or $10,000, DeLuxe 
Ford sedans, $100, or $10, but their 
dealers also came in for a share of the 
swag. The first prize winner's dealer 
rated $1,000 because his customer won. 
What that me.-uis in dealer good-will 
shouldn't be underestimated. J. Walter 
Thompson's Chicago publicity depart- 
ment milked the award presentations for 
all they were worth with local newspajDer 
and air publicity. The glamor in this 
contest promotion was the trip around 
the world. The winner, however, took 
the alternate award— the $10,000. 

Postwar sales promotion really got 
under way this past season. Self-liqui- 



dating "gifts" were available again. Con- 
sumer interest was whetted by all the 
tested devices. Romance of Helen Trent 
gave away a nied;i 11 ion-necklace for the 
traditional label or carton and 25c. The 
romance was furnished by its being a 
reproduction of one worn by Jennifer 
Jones in Duel in the Sun. The pull, like 
the picture itself, was not great. Rose oj 
My Dreams and Strange Romance oJ 
Evelyn Winter gave away a heart-of-love 
perfume locket pin for a quarter and the 
"B" from a package of Blu- White. 

Frank Hummert began working charms 
into his scripts — charms which later ap- 
peared on the programs as give-aways for 
25c and some form of proof-of-purchasc. 
They pulled better than they had before 
the war, indicating that romance still has 
to find a vicarious way out. 

Baby books, recipes, cooking ideas, and 
leaflets of all varieties were tested out 
during the past season. Generally they 
did not pull as well as expected. The 
trend among listeners is that they won't 
write for printed matter of any kind 
unless it's made so desirable on the pro- 
gram as to make them feel they can't 
live without it. This requires more selling 
than seems justified to most sponsors. 
The result is that there'll be less free 
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WIND 

liictiija .\ l^csl ciTCiilaUcn Laj 

provided as iiiiicli audience in 
Aj)rilJ1947 as the following 
competing stations combined: 

a. a 20,000 zvatt Chicaffo station 

b. a 10,000 xcatt Chicago station 

c. a 5,000 cvatt C/iicas^o station 



Fu!l p«3e ads supplemented rddio for Swift 

printed matter given away on programs. 
The only way booklets, or other black- 
and-white material, sell products is by 
their being worked into the program. It's 
more difl^cult to do that with printed 
material than with charms, costume 
jewelry, etc., but two major advertisers 
will be doing it this fall. 

Contests can do a job at any time of 
the day. WJZ's Farm News (5 :45-6 a.m.) 
ran a photographic contest and pulled in 
3,525 entries — as interesting a proof of 
the effectiveness of marginal time pro- 
grams (and contests), by the way, as ever 
presented. 

Prize competitions always have to be 
kept in the mood of the program, 1 1 was 
logical for America's Town Meeting oJ the 
Air to run an essay competition on "How 
can we strengthen the American family?" 
Sammy Kaye's running a poetry contest 
on his Sunday Serenade pulled a high 
ratio of entries even though the awards 
were not too high, $500 first prize, etc. 
The Qnfz Kids continued their annual 
"Best Teacher of the Year" contest and 
Present Jrom Hollywood each week gave 
away something that the listeners had 
seen in a motion picture. 

A survey of premium buyers and 
"inquiry" men at agencies reveals that 
it's unwise to promote mail unless the 
entire offer is tested in advance and is 
worked in as an integral part of the pro- 
gram. Results come only when the 
handling of an offer and the offer itself 
has been worked out in every detail. 
E\'en the best premium men go sour 
when they become careless. 

The SJime appeals that have worked 
effectively on network shows have their 
spot and local sponsor equivalents. 
W'OV (New York), following Mrs. Hush, 
presented its Miss X. KM PC (Los 
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SPONSOR 



signed and unsigned 



<Sf2Mdo4, Pe^i4M4tei QUcat^jeii 



NAME 



Georg H. Brombcrj^ 

Robert E. Brown 

Roy Crippen 
John J. Doran 

Fred F. Drucker 

Mrs. J. M. Frazier 

Clarence E. Hale 

William E. Ilecht 

Jay Heller 

Robert L. Houghton 
Howard W. Kramer 
Harold P. McGrath 

Jay E. Miller 

John T. Morris 
William F. Mueller 

Victor T, Norton 

Richard C. Rutledge 

N. H. Schlegel 
Peter Simon 

E, B. Spoonamore 

W. Archie Sugfi 

Joe G. Wick 

Edward T. T. Williams 



FORMER AFFILIATION 



NEW AFFILIATION 



Weiss & Gellcr. Chicago, research director 

Orange-Crush Co.. Chicago, advertising manager 

Ballard & Ballard Co.. Louisville 

Scheniey Distillers Corp., Chicago, divisional 

merchandising manager 
Gartner & Bender, Inc., Chicago, advertising 

director 

E. M. Scarborough & Son, Austin, Texas, adver- 
tising manager 

Golden State Co., Ltd., San Francisco, advertising 
manager 

Corn Products Refining Co.. New York, assistant 

advertising manager 
Elks Magazine, sales promotion manager 

Lever Brothers Co., Cambridge 

Cunard White Star Lines. New York 

General Foods Corp., New York, Post Cereals 
Div., assistant sales manager 

B. F. Goodrich Co., Akron, advertising, sales pro- 
motion manager Industrial products sales div, 

F. & M. Shaefer Brewing Co.. New York 

Com Products Refining Co.. New York, advertis- 
ing manager 

American Home Products Corp., American Home 
Foods. Inc.. div.. New York, executive vp 

Spiegcls, Inc., Chicago, national retail advertising 
manager 

Cory Corp.. Chicago, advertising manager 

Sweets Co. of America, Inc., Hoboken, N. J., 
assistant advertising manager 

Seiberling Rubber Co., Akron, merchandising 
department, sales promotion div. 

General Foods Corp.. Franklin Baker Div., Ho- 
boken, N. J., advertising, merchandising man- 
ager 

David G. Evans Coffee Co.. St. Louis, vp, general 
sales manager 

Beckton-Dicklnson Co., Rutherford, N. J., execu- 
tive committee chairman 



Bendix Home Appliances, advertising, sales promotion 
manager 

Inter-American Orange-Crush Co. (Orange-Crush Co. 

affiliate), advertising manager 
Same, advertising manager 

Orange-Crush Co., Chicago, advertising manager 
Newby & Peron, Chicago, account executive 
Advance Advertising Agency, Austin, head 
Same, advertising, sales promotion manager 
Same, advertising manager 

Hastings (men*s clothing chain), San Francisco, Oakland, 

sales promotion manager 
J. A. Wright & Co.. Keene, N. II., advertising manager 
Same, advertising, publicity manager 
Same, Gaines Div., advertising, sales manager 

Same. Associated Tire & Accessory Lines div., advertising, 

sales promotion manager 
Same, advertising manager 

Same, Dr. Swett's Root Beer Co. div., vp. general manager 
Same, president 

Sampson Co.. Chicago, advertising, sales promotion man- 
ager 

Same, advertising, sales promotion director 
Same, advertising director, candy, grocery div. 

Same, advertising manager 

Same, Post Cereals Div., associate advertising manager 
Same, president 

Lambert Pharmacal Co., St. Louis, president, director 
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NAME 



FORMER AFFIUATION 



NEW AFFILIATION 



Al Adams 

John Alden 
Edward Aleshire 
Keith Babcock 
Gordon F. Baird 
John M. Ball HI 

Betty Barrett 
Osmond T. Baxter 
Willard G. Beardsley 
James F. Beebe 
Otis Beeman 
Eric Bellingall 
Royden C. Berger 

Beatrice Berke 
Sidney Berman 
Porter D. Bibb Jr. 
Richard W. Boettiger 
Elliott V. Bogert 
Jack Brennan 

Charles Brenning 
Ben Brodsky 
Clarke Brown 
Watson F. Buhlcr 
Thomas K. Bunde 
Richard G. Byrne 
C, D. Calverly 
Curth F. Chambers 

George I. Chatfield 



Warner Brothers Pictures, Inc., New York 

Biow, San Francisco, vp. Pacific Coast manager 

Buchanan, Chicago 

BBD&O. Detroit, head 

Walter Weir. New York 

Army 

Donahue & Coe. New York 
O. S. Tyson, New York 



Wallace-Ferry-Hanley. Chicago 
Biow. San Francisco, copy chief 
Connecticut Mutual Life Insurance Co., Mart- 
ford, publications dept. head 
Iluber lloge. New York, timebuyer 

Lennen & Mitchell, New York, new business head 
Army 

Davis. Los Angeles, account executive 
Modern Merchandising Bureau, New York, ac- 
count executive 
Justin Funkhouser. Baltimore, account executive 
HechtCo.. Washington. D. C. 
J. D. Tarcher, New York 

Milton Weinberg, Los Angeles, account executive 

Conners, Hollywood, account executive 

Navy 

D'Arcy. Cleveland, account executive 

Lever Brothers Co., Cambridge, vp in charge sales 

Lever Brothers Co., Cambridge, assistant adver- 
tising manager 



J. Walter Thompson. New York, head eastern picture 

advertising unit 
Same, New York 

Harry B. Cohen, New York, radio, copy head 

Biow, San Francisco, creative head. Pacific Coast offices 

Same, vp 

Boyse-Bradford. Saginaw, Mich., account executive, public 

relations director 
Cecil & Presbrey. New York, timebuyer 
Same, copy chief 

Beaumont & Hohman, Omaha, account executive 
Patrick, Glendale, Calif., account executive 
Young & Rubicara, Chicago, account executive 
Honig-Cooper, San Francisco, copy staff 
Same, advertising director 

Charles Michelson, New York 

Seidel. New York, account executive 

Compton. New York, similar capacity 

Ayer & Glliett, Charlotte. N. C. account executive 

Glasser-Gailey, Los Angeles, account executive 

Gunn-Mears, New York, account executive 

Same, vp. member plans board 

Fox, Baltimore, account executive 

Harry B. Cohen. New York, radio, copy head 

Western. Los Angeles, copy chief 

John Whitehead, Los Angeles, account executive 

Stedfeld & BjTne. Inc., Cleveland (new), partner 

L. C. Cole, San Francisco, account executive 

American Home Products Corp., American Home Foods. 

inc.. subsidiary. New York, vp in charge sales 
Kenyon & Eckhardt, New York, executive capacity 




NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



I hirry II. ( ^dIicii 
l<.(tl)i'rt Allen CuoiiH 
Ulclmrd (IrUp 
UolKTt J. Croihcr 
Arthur Daly 
U. VV. DawHon 
JjmvH VV. IK'l.oacli 
JjL'k II. 1 )uiiahue 
Ihirold I*. Drake 

Loralni* Knglln 
Arlliiir Forester 
Jimmy Frhz 
Jerome 11. Cinrfield 
l»eter N. C^urtleld 
Normuii S. Gilbert 

VVllllaiii K. Clllen 

Dick (.(irdDii 
WUIliiin J, C;recn 
l>uve Crllliths 

Alhcrca llackctt 

C^eor^i* M, llukliii 

KoHCmary llali 

li. Ponton llamlltoii 

Marlon Harper Jr. 

Slilrld llcdin 

D. C. Illftlit 

Mrs. Frances A. Mines 

(Ihircnce 1 loyem 

Ku(h K. Hudson 
Merrick *!'. Jai'kstMi 
Phelps JolinsCon 
Robert A. Johnston 
Howard K.. Jones 

James K. Kecnan 

James Kennedy 
Kuy Keylcr 
Kerryn Klnft 
Julius L. Klein 
f>eorfie It. Lnruc 
l-'runk (i. LcCocq 
Richard L. Levlton 
Jim Luntzcl 
Jean L. MaU'hln 
Garry M»rtln 
Curl J. Mcf.'rackcn 
Mori Imer Mears 

Harold E. Middleton 
Hal Moore 

Ltronvird S. .Morvay Jr. 
C J. Mullvn 
Mr». r,. H. Myers 
Leonard Newsieder 

C:harles Newton 

Clare Olmstciid 

Howard L. I'arKh 
James F. IVddcr 

Arthur W. Kanisdell 
\V. S. Reed 

John Regan 

David Kutledfte 
lldward (,'. Ryan Jr. 

Wlllard G. Saunders 

l^'ii-r SchaefTer 

Charles Sthroeder 

C. J. Schuepbai'k Jr. 

Klihard C:. Slin^s- 
Lowcll Smith 
Murray O. .Smyth 
Jack Sprlntler 
11. I.. Siedleld 
Howard Steplicnson 
l.lnda Sullivan 
I larry .Suiliti 
John VV. .Ssv.illow 
VV llllam U. Tanner 
I la/.el riioinpsoii 
Kiiheri K. Turner 
VVUiinm I). I'yler 

Samuel S. r> ndali 
Edward V ojak 

Kcx Webster 

Marie F. Welch 

(;ef>rAc 1). Welles Jr. 

Albert -S. While 
John C. Whliky 



I.lbbey-Owens-Ford Glass Co.. I'laskun Dlv., 

udvertNlnit manager 
J. I). Tardier, New York, vp 
■Si'lienley Distillers Corp., New York 
S. Johnson ik Son. Kaclnc, sales anal>*iit 

IVck, Los Angeles, manager 
Albert I'rniik-Guenther Law, Chicago, vp 
Ihillas Morning .\cw8, advertising stalT 
K(^MJ. Palm Springs. Calif., promotion manager 
Revere Chopper & Ilrass, Inc., Rome Manufactur- 
ing Ulv., Rome, N. Y.. advertising manager 

Cjirl Relmers. New York, account executive 
Royd, Los Angeles, vp 

Selznlck International Studios. Hollywood 

Salt Lake City Tribune and Telegram 

U. S. Rubber (^o.. New York, advertising, sales 

promotion staff 
C^hlcago ik Southern Airlines, advertising, public 

reia^tlons director 
Kdwnrd Pctry & Co.. New York 
Navy 

WC'lil. Scranton. Pa., publicity director, produc- 
tlon manager 

NltC..New York, administrative assistant to pro- 
duction manager 

Frcqiicncy Modulation Ouslncss (magazine). New 
York, managing editor 

Coinpton. New York 

McCann-Erlckson. New ^*ork. manager central 

research dept. 
Compton. New York 

McCann-KrIckson. Detroit, vp. director 
CWnibel Itros.. Inc.. New York 

Harry Itrlpckman. Los Angeles, account executive 

Malcolm-Howard. Chicago, radio copy writer 

Hill Ac Knowlton, New York, account executive 

ItUD&O. .San I ranclsco. copy chief 

Itulleton Index. Pittsburgh, advertising copy chief 

Itrooke. Smith. French & Dorrance. Detroit, act- 
ing head plans board^ 

Consolidated Grocers Corp.. Reld Murdoch dlv.. 
Chicago, general manager 

J. Walter Thompson. New York, copy writer 

O. S. Tyson. New York, vp 

Hill & Knowlton, New York, account exeiutlve 
Norman D. Waters. New York 
Long. San Francisco 

New York Post. Home News 
Hollywood Publicity Associates, Hollywood 
Avcnlr Publlcite. Paris. France 
NBC sales dept.. New ^'ork. account executive 
Rose-Martin. New York. vp. general manager 
Eastern-(!olumhla. Los Angeles, advertising man- 
ager 

KuthraufT & Ryan. Detroit 
Own public relations firm 
Altomari. New York, account executl\*e 
Pedlar & Ryan, New Vork. radio copy chief 
General I'oods Sales Co.. Inc.. New York, vp 
A. W. Lewin. Newark. N. J., industrial dlv. 
director 

Uoherty, Clifford & Shenfield, New Vork, copy 
statr 

McCnnn-KrIckson. Hollywood, radio production 
head 

J. Wnlter Thompson 

(jenenil Motors C^orp.. Detroit, employee In- 

fornmtlon director 
Rndco, Inc., New Vork. president 
Warner &. Swasey Co.. Cleveland, assistant ad\*er- 

tlslng manager 
Ilalrv Publishing Co., New Vork. editorial director 

nvlai Ion group 
llenuinont ik Ilohman. Omaha, account executive 
Illxson-O'Uonncll. New Vork, as'sistant to copy 

chief 

Jones Store Co.. Kansas City, assistant advertis- 
ing manager 

J, Walter Thomi>son, New Vork, account execu- 
tive 

Jai'kson. New \'ork 

Ilartmann Trunk Co., Racine, Wise, advertising 

niannger 
Meldruni A; I'ewsmlth, Cleveland 
Tullis. Hollywood, account executive 
Hudson. New Vurk. account executive 
L'nlled Press. Portland. Ore. 
Fuller tk Smith ^ Koss. Cleveland 
Hill ^£ Knowlton, New Vork. account executive 
Nurman I). Waters, New Vork 

LongineN-VVIttnauer Watch C;o.. Inc.. New Vork 
Kenyoii ik Kckhardt. Hollywood, manager 
Craig K. Dennison, Buflalo. manager 
Young Kublcam. New Vork, copy staff 
(I'eorgla I'eiroleum Retuller. editor 
Doherty. Clifford *i Shenfield. New Vork. creative 
head 

Hill tSi Knowlton. New Vork. account executive 
Montgomery Ward & Co.. fihlcngo, retail adver- 
tising dept. 

WF^O. Lubbock, Texas, commercial manager 

(*ranat iiros.. San Francisco (mfg. Jowelors). 

chief copy writer 
Dow Chemical C^o.. Midland, Mich., advertising, 

puhliclty director 
McCann-KrIcksoii. Los .\iigeles. copy cliicf 
Management Associates, Chicago 



RoHS Roy. Detroit, copy dept. 

Harry II. Cohen Advertising C^., New Vork (new), head 

Franklin Fader. Newark, N. J., market research director 

Tntham & Laird. Chicago, market research director 

Northern Oil Co., Inc.. Burlington, V^t.. advertising man 

Rogers & .Smith. Los Angeles, account executive 

Same, director 

Own agency. Dallas (new) 

Patrick. Glendale, Calif., account executlv 

Harold P. Drake. Advertising, Utlca, N. Y. (new), owner 

Patrick, Glendale. Calif., account executive 
.Same, vp. director 

Pardee, Cash, Hollywood, account executive 
Garfield (^o., .Salt Lake City (new), partner 
Garfield ('O., Salt Lake City (new), partner 
Own agency, New York (new) 

IIHD&O. Chicago, account staff 

Comnton, New York, tlmebuyer 

Knoilln, San Francisco, Los Angeles, head new radio dept. 
I>ave Griffiths, Radio Advertising Consultant (new). Scran- 
ton 

Compton, Hollywood, business manager 

Own agency. New York (new) 

Paris & Peart. New York, copy staff 
DeJcrnctt, Dallas, account executive 

.Same, assistant to president, member executive committee 

Dorland. New York, executive capacity 

Tractor Distributors, Inc., Los Angeles, president 

William Esty, New York, copy Ntaff 

Ted II. Factor, Los Angeles, media director, production 

manager 
Same, radio copy chief 
Same, vp 

Same, Chicago, copy ^oup head 
McCarty, Pltts'burgh, account executive 
Same, research director, plans board chairman 

Same, president 

RuthraufT & Ryan, New York, copy writer 
Same, executive vp 
Same, vp 

Funt-Goldlng, New Vork, account executive 
.Same, manager 

•Strang & Prosser, Seattle, head business development dept. 

Lester L. Wolff. New York, vp In ctiarge new business 

Jim Luntzel Associates, Iloll>^ood (new), owner 

Seldel. New York, account executive 

William Esty. New York, radio dept. 

Griffith, St. Petersburg, Fla. 

f^olumblan. Los Angeles, account executive 

BBD&O. Chicago, media dept. head 

Acme Advertising Agency, Portland, Ore. (new), partner 
Same, vp 

Dancer-Fltzgerald-Sample, Chicago, copy writer 
General Foods Corp.. New York, advertising director 
Same, vp, member plans board 

Duane Jones, New Vork, copy staff 

Kenyon & Ekrkhardt, Hollywood, manager 

Rolzen. HufTalo, account executive 
Meldrum & Fewsmtth, Detroit, vp In charge 

Gorden Best, New Vork, vp tn charge 

Lang, Fisher & Stashuwer. Cleveland, copy staff, assistant 

to vp. In charge Industrial accoui>ts 
John Mather Lupton. New Vork, vp, technical news dlv. 

manager 

KatcllfTe. Dallas, account executive 

O. S. Tyson, New Vork. account executive 

Jleaumont & Ilohman. Kansas City, account executive 

Robert W. Orr. New Vork, account executive 

McCann-Erickson. New Vork. foreign dept.. account 
executive 

Jlni Baker. Mllw-aukee. account executive 
Own agency. Cleveland (new) 

Harry J. Wendland. Los .\ngeles. account executive 
O. S. Tyson, New Vork. account executive 
I>on Steele. San FrancKco 

Stedfeld & Byrne. Inc.. Cleveland (new), partner 
Same, vp 

Funt-Goldlng. New Vork. copy staff 
Same, sales mnnnger 

Makelim. 1 lolly^^xiod. West Coast manager 

Acme Adv-ertlsing Agency. Inc.. Buffalo (new), partner 

William E.sty, New Vork. copy staff 

Itatos, Rlcknrd & Rtchfirdson. Atlajita. account executive 
Dancer-Fitzgcrald-Sampic, Chicago, copy supervisor 

Same, vp 

Midland. Clilcngo, account executive 

Buckncr, Craig and Webster. ,\dvcrtlsing. Lubbock, part- 
ner, radio head 
Ruthrauff & Ryan, New Vork, copy writer 

Bceson- ■■"aller-Reiclier t, Toledo, account executive, copy 
writer 

Mogge-Priwtt, Los .\ngelcs, creative liead 
Roche, W'llllams iSc CIcary. Chicago, tlmebuyer 
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Contests and Offers 



Sponsor 


f 

Product 


j Program 


1 Time 
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AMERICAN HOME 
PROOUCI] 


Kolvnos 


Romance of 
Helen Trent 


MTWTF 
12:30-12:45 pm 


1 Love bird pin 


Send front of Kolynrw carton and 2Se to pro- 
gram. New York 


CBS 


AMERICAN OIL CO. 


G^-i, oil. 
tirt'S 


Professor 
Quiz 


f«;iturdav 
10-10:30 pm 


150 cash 


Complete in up to 25 words sentence atmrit 
1 Amoro product /different weekly). Winner 
! gets $25 plus S25 if he included 5 acceptable 
questions and answers for use on program 


ABC 


e. I. BAeeiii 

- 


lUb-O 


David ilarum 


.MTWTF 
10:4.5-11 am 


ForKCt-me-not pin 


Send Bab-0 label and 25c to program, N'ew 
York 


CBS 


riNNEf ORUC CO. 


DrUK Store 


Have Vou 
Cot It? 


Thursday 
7:45-8 pin 


.Merchandise; |o 


Person interviewed must produce common ob- 
ject named by announcer. Cash prize fcr 
answer to special question 


WHBC. 
Canton, 
Ohio 


GENERAL MILL] 


Biwiuick, 
Gold .Mrdal 
Flour 


Hetty Crocker 
Magazine of 
the Air 


MTWTF 
10:25 10:45 am 


Jubilee Baking Recipes 


Postcard to sponsor 


ABC 


HALL «N0 RUCKEL. INC. 


X-ltazin 


I2S0 Cliih 


MTWTFS 
7:30 7:45 pm 


Weekly prizes of lighters, watches; 
grand prize of wardrolie. diamond ring, 
portable phonograph, etc. 


Write to proeram gui-ssing identity of "Miss 
X" and send short product slogan 


WOV, 
N'ew York 


i C. JOHNSON & SON INC 


Wax products 


Fred WarinR 


Tuesday 
9:30 10 pm 


Gnlil-colored car initials 


Send name, address with sales slip showini; pur- 
chase Johnson's Auto Wax or Carnu and self- 
addressed envelope to sponsor, Racine 




LEVER BROIHERS 
(IHOS. J. LIPION OIV.) 


Linton's 
Tfa 


Spot 
Campaign 


Various 


S plastic iced-tea spoons 


Send top of Lipton's Tea box and 25c to spon- 
sor. New York 


AU major 
markets 


LIBBV, MC NEILL &. LIBBV 


Lil>l>.\ 
products 


Mv True 
Story 


MTWTF 
10-10:25 am 


Jasfin-make scissors 


Send name, address with label from Libby's 
Tomato Juice and 25c to program, ChicaRO 


ABC 


LOCAL PARIICIPAIION 


Various retail 
articles 


Mail Baft 


MTWTF 
4 4:30 pm 


Ball-point pen 


Listeners guess number com kernels in jar, 
daily temperature; complete limericks 


KFRO. Long- 
Weir, Teias 


LICGEII &. MYERS 


Chcstcrricld 
Cigarettes 


Supper Cluh 


Thursday 
7-7:15 pm 


Autographed picture of Frankie Carle 


Free on request to Frankie Carle, Box 21, N. Y. 


NBC 


MAIL POUCH TOBACCO 


Kentucky 
Club tobacco 


FishinK &: 
Hunting Club 


Monday 
10 10:30 piD 


Several fine pieces of hard-to-get hunt- 
ing and fishing equipment 


Send unusual story, tip, or question to program. 
Gift for each item used 


MBS 


METROPOLITAN LIFE 
INSURANCE CO. 


Insurance 


Kric S^'varcid, 
Xcw's 


MTWTF 
6-6:15 pni 


First-itid booklet 


Free on request to program, c 'o local station 


CBS 


N. r. HERALO. TRIBUNE 

— 


New-spaper 


America's 
Town Meeting 


Thursday 
S:30-9 pni 


Reprint booklet of Stewart AUop's 
coluBms 


Free on request to sponsor 


WJZ, 
N'ew York 


PARKER PEN 


Penii, pencils 


Information 
Please 


Wcdnes<l;i\' 
10:30-11 pm 


Parker "51* set; "51*' Magic Wand 
Desk Set and Encyclopedia llritaniiica; 
S50 bond 


.■^nd 3-part question for use on show to program. 
New York; prizes for questions missed by stui^J 
experts 


CBS 


PETER PAUL. INC. 


Mounds, 
Almond Joy 


Present t Robin- 
son, N'cws 


MTWTF 
S S:15 am 


SI.OOO cash 


Write last line to jingle, send with product 
wrapper to sponsor, c'o WOR 


WOR, 
New York 


DUAKER OATS 


Aunt Jemima 
{ea<lv-Mix and 
Pancake 
Ready-Mix 


ladies Be 
Seated 


.MTWTF 
2-2:15 pru 


Plastic salt, pepper set 


Send 35c and 1 boxtop from either product to 
program 


ABC 


RALSTON PURINA CO. 




Farm feed and 
rereal producU 




Checkerboard 
Jamboree 


.MTWTF 
12:15 12:30 pni 




$.S00 ea.ih ; 5 Phileo radio-phonographs; 
15 I7-jewel liulova watches; 15 hun- 
l»eam Iron Masters; 25 Hint Kitchen 
Knife s<-ts 


Complete "I think the Purina grown pullets will 
lay more eggs because"; send to Pullet contest. 
St. Louis; enclose name of local Purina dealer 
and product tag 


MBS 


RONSON ART METAL 
WORKS 


Ronson 


Twenty 
Questions 


.*'aturd:ty 
S >:30 pni 


Lighter tn si'nder of subject used; if 
studio Contestants stumped, grand 
prize of siK-cr table lighter, matching 
cigarette urn, tray 


^eod subject about which 20 questions may be 
asked to program 


MBS 


W A. SHEAFFER PEN CO. 


pencils 


Adventurers* 
Club 


."Saturday 
11:30-12 n 


I'ndcrwater goggles 


Send Sknp boxtop or sales slip and 25e to 
sponsor. Chicago 


CBS 


STERLING DRUG 
(CENTAUR CD. OIV.) 


Molle 


Molle Mystery 
Thejiier 


Fridav 
K»- 10:3d pm 


5 Porsonna Ibnor blades 


Send end from Molle package and 25c to 
sponsor. New Vork , 


NBC 


TEEN. TIMERS. INC. 


I)r*'s»*'S 


Teeiilimen*' 
Club 


?;iturday 
11 11:30 am 


Trip to N'ew Vork, wtx-keod at Wal- 
dorf, baek*to-whool outfit, appear on 
Tccntimcrs'Clubradioshow;S Miracle i 
diamond rintrs; 2 KCA Victor radio* 
phonographs; 10 3(V-volume sets 
Americana Encyclopedia; 100 Teen- 
timer dresses j 


1 

Complete product limerick, take to local Teen- 
timer store. OpentogirLs 11-17 


NBC 


KANOER CD. 


Uv.-Lltiiie 


(^nptain 
Miunight 


MTWTF 
5:30 5:45 pni 


Shake-up ntus ^ 


Send t5e and Uvaltine lattrl to program, 
Chicago 


MBS 


WESTERN AUTO SUPPLY CO. 


\utoiiti»l>ilr 
siipplir.t 


Ctrcle Arrow 
Shou 


.*^unilav 1 
10:30 1 1 am ' 


175 liiK Mass fishing m>ts 


Obtain entry-blank5, instructions from local ; 
W. A. ^ stores 


NBC 


WILLIAMSON CANDY 


Oh Heiir> 


IVteit ve 
MvKteries 


Sundiiv 
4 no-.s i.m 


iHKi reward from "True IXtective 
Mv«t*.ne.<" M.ieiirine 


Notify FBI and magazine of infcirmatioa lead-it 
iiiK to arrest of criminal named on broadcast 


MBS 



6S 
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Claia Bow, "Truth or Consequences'" Mrs. Hush WD AY 2S(h Anniversary winners and awards 



Angeles) gave away a new Nash on its 
Three Alarm audience-participation pro- 
gram. WDAY (Fargo, North Dakota) 
celebrated its 25th Anniversary with a 
"Find Mr. WDAY on the streets of 
Fargo" and a "What's Mrs. WDAY's 
real name" contest. 

The telephone is used much more gen- 
erously locally than it can be nationally. 
There's hardly a station that hasn't a 
Treasure Hunt, Tello'Test, I've Got Your 
Number, Fone Quiz, or Mystery Quiz spot 
or program operation. Since these hit 



right into the home during the hours 
when Mrs. Housewife has a moment to 
answer they do a top-drawer selling job 
for the sponsor. 

Contests and give-aways are an integral 
part of broadcasting. They require as 
much if not more attention than the pro- 
gram or the commercial. In at least one 
case (Dr. Christian), they supply the 
program with script material for a year. 
When a contest carries the program it's 
news, and the Christian contest does that. 



Plenty of figures— few 
use available research 



Radio research, considering the availa- 
bilityoffresh facts and new figures for the 
sponsor, will be static this fall. Even had 
the Broadcast Measurement Bureau de- 
cided to make its 1948 study this would 
not have affected fall figure availability, 
since with the study made in '48 the 
figures would not be distributed until 
1949. BMB's coasting at present will 
have very little bearing on client ap- 
praisal of either NBC or CBS (see net- 
work once-a-week listening maps on a 50 
per cent standard in this issue). How- 
ever, both ABC and Mutual are in a state 
of constant flux and even at the time that 
this report is being written neither's 
BMB figures are more than a starting 
point for gauging cither's network cover- 
age intensity. ABC is unquestionably, 
from the standpoint of listening, the 
"fastest-growing network" it claims to 
be. However, from the standpoint of 
audience penetration, most measurement 
researchers feel that ABC's loss of sta- 
tions (to CBS) balances its addition of 
new stations. This has nothing to do 
with ABC audience popularity which is 
soaring. Mutual has over 140 stations 
for which there are no comparable listen- 
ing figures available. These stations are 



for the most part located in towns in 
which there are no other stations. Since 
the first one-station town survey, done 
especially for the Keystone Transcription 
Network some years ago, indicated 
strongly that there's a vital factor of 
loyalty in one-station towns. Mutual 
may eventually deliver an audience that 
no station or network can claim at this 
time. 

The only "coverage information" on 
non-BMB stations for the next year will 
be engineering studies. It has been sug- 
gested that BMB do a number of interim 
reports for stations that have no listening 
data but due to the organization's fetish 
of comparability nothing has been done 
about this. The fetish is based upon the 
contention that a survey made today by 
BMB or with the exact same ballot that 
BMB used even with the same standards 
would not be comparable with the BMB 
original survey. In other words a report 
made in 1948 on 1947 research would not 
be comparable with the original study 
made in 1 946 for 1947 release. Neverthe- 
less such figures (1947 ballot indices) 
could tide over the broadcasting business 
until BMB places itself on a solid financial 
basis. 



One set of listening-coverage figures 
may be available this late fall or by spring 
of 1948 if C. E. I looper continues with his 
plans to avoid for the industry a "cover- 
age vacuum." Hooper has discovered 
that a variation of NBC's "most listen- 
ing" and "regular listening" surveys pro- 
duces quick, usable, and correlative cover- 
age data. 1 low'cvcr, except for a few 
sections of the country no Hooper cover- 
age figures will be released quickly. 

Hoopcratings will continue to be avail- 
able as they have been for the past 1 1 
years. His "national" sampling is now 
done in 36 cities. The explanation of 
why the sample has grown from 33 to 36 
cities in a year is that it's Hooper's con- 
tention that the number of cities in which 
all four networks can be heard equally 
well and in which the number of telephone 
homes is adequate for daily 8 a.m.-to- 
10:30 p.m. telephone surveying has now 
reached 36. The more cities covered the 
more accurate are Hoopcratings as a 
gauge of popularity. There's still no 
claim that Hoopcratings give any indica- 
tion of number of listeners nor is there 
any claim made by Hooper that non- 
urban audience has a relationship to 
urban listening. Hooper's studies are for 
urban telephone homes only. A Hoop- 
erating for a program is only an indica- 
tion of the percentage of telephone homes 
that heard a program in 36 big cities 
where all four networks can be heard. 

A. C. Nielsen's figures will continue to 
be available to his subscribers. Nielsen's 
rating of programs is based upon the per- 
centage of his NR I (Nielsen Radio Index) 
homes that hear a radio program. A 
great handicap for true radio research is 
the fact that none of Nielsen's figures can 
be compared with Hooper's. Nielsen has 
one rating figure of the three which he 
makes available to subscribers which in 
theory should be comparable — the aver- 
age audience listening to a program in the 
area in which the program can be heard. 
Since, however, this figure includes tele- 
phone and non-telephone, rural as well as 
urban, homes, any attempt to correlate 
Hooper's and Nielsen's figures produces 
only mathematical indigestion. 

Nielsen's greatest weakness is his spotty 
sample which concentrates 300 (approxi- 
mately) of his listening recorders (audi- 
meters) in WOR's service area (parts of 
New York, New Jersey, Pennsylvania), 
280 audimeters in WLW's "merchandis- 
able area," and leaves the balance, some 
600 to 700 recorders, to spot-cover the 
rest of the nation. Nielsen's figures are 
vital for program builders despite his 
sample limitations. Because he's able to 
give clients a minute-by-minute profile of 
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their programs, the advertiser knows just 
where to spot his commercials. He knows 
wlicre liis audience comes from, how much 
of it lie loses during a broadcast, and 
where it goes after it leaves him — i.e., 
what the dialers are looking for. Nielsen 
is also able to give figures to multiple- 
program sponsors on just how much 
duplicate circulation they're buying with 
their programs. Most Nielsen subscribers 
just get a small part of the practical use 
out of the figures with which he supplies 
them. The Nielsen survey costs him a 
great deal of money to operate (about 
$1,000 per audimeter home). His radio 
index now loses about $400,000 a year. 
Subscribers find his figures good as long 
as they keep in mind the limitations of 
his sample. 

Diary surveys, which give some of the 
information on I5-minute and longer pro- 
grams that Nielsen develops, plus number 
of listeners per home, age of listeners, etc., 
are being done more and more. Three 
groups are doing diary studies for sta- 
tions, and the information which these 
studies develop is invaluable to sponsors. 
Research men say that every advertiser 
should obtain copies of any diary studies 
made on stations that he's using. First 
studies were made by Industrial Surveys 
(Sam Barton's organization). When he 
decided, due to his work for BMB which 
by contract prevented him from doing any 
station survey work, to drop his diary 
work, Bob Salk and George Cooper, in- 
spired by Gene Katz of the Katz station 
representative organization, formed Audi- 
ence Surveys, Inc., to concentrate on 
diary studies. C. E. Hooper has been 
using diary studies as a basis for establish- 
ing a method of building a projectable 
rating (i.e., a rating that would give 
sponsors some idea of their programs' cir- 
culation, broadcast by broadcast). While 
Gordon Buck, a pioneer diary researcher, 
has dropped his diary work in Chic.igo to 
join an advertising agency research de- 
partment another group has picked up 
where he left off and the diary continues 
in high favor. (A detailed report on the 
diary, what it is and what it can <nnd does 
do, will appear in sponsor's August 
issue,) 

Industrial Surveys, Inc., which hasn't 
done much with the r.idio results from its 
"panel studies," ise.xpected to make more 
of its findings available this fall, but 
notiiing astounding will come forth from 
this division of radio research to affect 
fall operations. 

Efforts are being made to have the 
advertising agencies which underwrite, 
inspire, or set up, listeners' panel opera- 
tions, release their information in one 
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package. While the Onondaga hstening 
panel (B. B. D. & O.), the J. Walter 
Thompson consumer panel, and the 
Young and Riibicam studies, by them- 
selves can deliver only straw-in-the-wind 
information, the combined results of all 
these and the many other continuing 
panel studies, correlated and weighted, 
should mean a great deal to advertisers 
using the medium. 



Radio research this fall will be no 
better or worse than it has been. It's 
still more penetrating than the research 
done by any other medium. The greatest 
present fault with audience and program 
measurement is that only a minute part 
of the information developed is used. 
The research itself may be of high school 
level but the use of it is still in kinder- 
garten. 



Mysteries liest eveiiiiiji 
buy: News close seetiiicl 



Network daytime-strip audiences, from 
December through April last inclusive, 
averaged 5.4 per cent of the urban tele- 
phone homes in America, i.e., the homes 
sampled by the C. E. Hooper organiza- 
tion. The range of ratings for programs 
in this group is from 2.2 to 9.3. 

The average soap-opera daytime cost 
(program) during the period covered in 
this report was $2,327, or $430 per 
Hooper point. (Time costs, being the 
same regardless of the program, are not 
included in these computations.) 

At night, dramas lead all other types 
of programs on the air. There were 62 
dramas (32 mysteries) on the air during 
the five months (December through 
April). Average rating (evening) during 



the period was 11.2 and average cost per 
program $6,408, making the average 
evening dramatic Hooper point cost $572. 
If the costs of the mysteries and "other 
dramas" are tabulated separately it is 
found that mysteries cost, on an average, 
$3,820 per program and other dramas 
$8,995. Assuming that the average 
rating for both would be the same, 
mysteries per point would cost $341 and 
other dramas $803. 

Next numerically on the air are variety 
productions, there being 36 of these 
music-plus-comedy concoctions. These 
are the high priced presentations, the big- 
time selling vehicles. The average rating 
for evening programs of this type was 1 2.8 
for the five months checked upon. The 



Average* Program Ratings by Types 



TYPE 


DEC. 
15 30 


JAN. 
1 5 30 


FEB. 
15 30 


MAR. 
15 30 


APR. 
15 30 


EVENING 
VARIETY 


13.5 


13.2 


14.3 13.8 


14.4 1 14.1 


14.8 ! 13.4 


13.3 


13.5 


EVENING 
QUIZ 


10.8 


11.4 


12.1 11.2 


12.2 


11.9 


1 

12.5 1 12.4 


11.2 


10.7 


EVENING 
DRAMATIC 


11.0 


10.8 


11.6 


11.2 


11.8 


11.0 


11.4 


10.6 


10.2 


10.3 


EVENING 
POPULAR 
MUSIC 


10.4 


10.8 


10.9 


11.3 


10.8 


10.4 


11.2 


10.6 


9.4 


9.3 


EVENING 
NEWS & 
COMMEN. 
TATORS 


8.2 


6.8 


7.4 


7.2 


7.3 


6.6 


8.1 


8.3 


6.6 


7.3 


EVENING 
CONCERT 
MUSIC 


7.5 


7.7 


7.6 


6.8 


7.0 


6.3 


7.4 


8.5 


6.4 


6.0 


DAYTIME 

SERIAL 

DRAMA 


5.2 




5.5 




5.7 




5.6 




5.2 





* Average computed by C. E. Hooper based upon commercials on the air before 10:30 p.m. 
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HARVEY DINKINS 

Who was recently awarded the 
Distinguished Service Citation for 
1946 by the North Carolina Farm 
Bureau Federation For his outstand- 
ing contribution to Farmers in 
North Carolina. 

Harvey Dinkins' hayfield flavored 
comments in his"News and Views" 
on the Piedmont Farm Program, 
broadcast daily over WSJS, exert 
a powerful influence on thousands 
of farm families throughout the 
rich Piedmont area of North Caro- 
lina and Southwest Virginia — 
another reason why WSJS sells 
the Piedmont! 
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5,000 WATTS— 1250 KC 
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Represented by 
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'(For YOU, that translates " RESULTS")\ 



average cost per variety airitif; is $12,932 
(all figures in this report it is stressed arc 
for programs only). This means that 
variety programs cost on an average 
$1,010 a point. 

Ten sponsored popuhir musical pro- 
grams were cost-rated (or this survey 
period. The average rating was 10.5 and 
the average cost $7,500, thus making the 
average Htxjper popular-musical-show 
point cost $714. 

Twelve network commercial news pro- 
grams were on the air during the five 
months. Their average rating was 7.4, 
their average cost $2,562, making news 
cost sponsors $346 per Hooper point. 

The nine quiz programs on the air pro- 
duced an audience of an average of 11.2 
of tiie urban telephone homes that 
Hooper surveys, costing an average of 
$5,488 per broadcast. Thus the average 
quiz Hooper point cost $490. 

Concert music has seven evening pre- 
sentations commercially and brought only 
7.1 per cent of those checked urban 
families to their receivers. Average cost 
of concert music airings was high, $6,714, 
thus making each point cost $946. Pro- 
grams of "good" music included in this 
tabulation were the smallest number in 
any category. 



In order of program cost per point (ex- 
clusive of time), program types rank in 
the following order: 



Typv Kalinfi Cost 

.MyMiTy 11.2 iS.HlO 

Nl-ws 7.4 $2,502 

.Soaii Opi-ra' .S.4 S2.J27 

UuU ir.2 !.S.4S)( 

I'upulur .Music 10.5 S7..S00 

Dratnu (no mj'sltry) 11.2 $8,995 

Concl-rl .Music 7.1 $6,714 

Varlfly 12.8 SI2.<».12 
*ltnKrd nn it fire liiiir n trrfk protjruin cttl. 



C'jst per 
pol lit 
$A4I 
$346 

mo 

S4<»0 
S714 
ihOi 
S944> 
$1,010 



It's no trade secret that news programs 
deliver low-cost audiences but that mys- 
teries are even lower in cost may be a 
surprise to most followers of the rating 
index of popularity. Indication of ac- 
curacy of program type costs can be 
checked through the fact that the top- 
rated drama during the period covered. 
Lux Radio Theater, had an average rating 
of 23.9 and cost $16,500 a broadcast. The 
progr.im cost per Hooper point was there- 
fore $690 -not too far away from the 
average $803 for all dramas despite its 
number one dramatic program status. 
There are exceptions. Mr. D. A. for 
instance usually costs considerably less 
than the $341 a point that mysteries 
average, but there's been only one Mr. 
D. A. in a considerable span of years. 
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1946 lowan income from 
livestock alone totaled one 
and a half billion dolla^^ 
. . . first in the U. S. K. 
W.MT, Cedar Rapids, in 
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sage to people with money 
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Eight areas will receive maximum 
television atteitioii this fall. Stations 
are already in operation in each of these 
areas and sponsors are discovering that 
despite the small number of sets (com- 
pared to radio receivers) in use, the TV 
impact is already becoming felt in mail 
response and sales. Very little direct 
selling has been done thus far but WABD 
(DuMont-New York) has a sponsor for 
its Monday Small Fry Club who offers his 
pipe-cleaner toy kit for $1.00. The sta- 
tion has been averaging 80 to 90 direct 
sales from each broadcast and the num- 
ber of sales other than those made direct 
by the station is sizable although not 



tabulated and available at this time. 

Duaiie Jones agency recently telecast 
an amateur play with an all ex-G. 1 . cast 
for Mueller's Macaroni. The com- 
mercial showed a charming housewife 
preparing a main-dish salad. At the con- 
clusion of the kitchen session she asked 
the audience to submit names for the dish, 
via phoneor post card, for a prize of $25. 
Result, 642 viewers submitted names. 
Since this was a one-shot without prior 
build-up, the number of contest entrants 
gives some idea of the casual-audience 
interest in even a kitchen -cooking com- 
mercial. 

On WNBT (NBC-New York) there 
have been a number of indications of 
direct response to video presentations. 
During one Jinx and Tex visual scanning 
over the station a representative of 
Lionel Trains brought some of his juve- 
nile-size railroad equipment to the studio 
for a 10-minute interview bit. The next 
morning the Lionel demonstration center 



at 26th Street and Fifth Avenue received 
624 telephone inquires about buying at 
least one of the models demonstrated. 
Lionel doesn't sell direct and the callers 
were referred to Lionel dealers in the 
New York area. 

On June 6 there were 3,342 television 
receivers in use in Chicago. This number 
is increasing at the rate of about 500 
a month despite the fact that there is 
only one station, WBKB, in operation in 
the area and no other operation is prom- 
ised for at least eight months. The Bala- 
ban & Katz station is scanning sports six 
out of the seven nights a week and most 
of the sports events have sponsors. 

Station WBAL's (Baltimore) TV sta- 
tion will start experimental telecasting in 
October with regular schedules expected 
by the first of the year. NBC's Washing- 
ton TV outlet WNBW started operations 
June 27 and Westinghouse's Boston 
video operation is expected to start 
testing around the first of the year. 




Before the end of this month (July) 
there will be 295 FM stations on the air. 
This means that approximately 43 per 
cent of the United States will be within 
territory that is receiving a signal 
adequate for the complete enjoyment of 
FM programs. The FM receiver bottle- 
neck is slowly being broken and receivers 
for standard and FM broadcasting are 
flowing into homes with increasing speed. 

The greatest problem that FM is 
facing today is not stations or receiving 
sets but programing. Despite the Lea 
Act's being held constitutional by the 
Supreme Court of the United States 



there's still no rush on the part of the 
networks to feed musical programs or 
programs with musical backgrounds or 
interludes to FM affiliates of their regular 
standard broadcast stations. 

It is true that under the Lea Act 
the AFM (American Federation of Musi- 
cians) can't force any station to hire 
musicians nor use any form of boycottto 
achieve that end. It's also true that the 
President of the AFM, JamesC. Petrillo, 
has stated that he will not strike against 
the Supreme Court of the United States. 
There is therefore every indication that 
some basis for networks' serving the FM 
stations will be arrived at and that the 
great chain programs will be heard over 
FM outlets. That, say most authorities, 
is all that the high fidelity, staticless form 
of broadcasting requires for quick ac- 
ceptance. 

Besides the stations on the air at this 
time there are over 600 stations author- 




Although the consumer press brought 
to its readers the news of the new RCA 
ultrafax during the last week in June, it 
did not generally make clear that this 
form of facsimile is basically a commercial 



vehicle, not one planned to deliver air- 
newspapers into the home as are the 
systems of John V. L. Hogan (Radio 
Inventions, Inc.) and W. G. H. Pinch. 
The new RCA invention, announced by 
Niles Trammell, NBC president, in his 
testimony before a Senate subcommittee 
holding hearings on the White Bill, de- 
livers pages or type or pictures photo- 
graphically via a microwave radio relay 
system. Pages are delivered at the rate 
that television frames are scanned in the 
home. It is not epxected that ultrafax 
will be a home service for decades tocome, 



ized which according to their construc- 
tion permits must be on the air within 
eight months. This is still a small 
fraction of what the FM spectrum as now 
designated can hold, which is an esti- 
mated 5,000 transmitters. The problem 
facing the sponsor is manifold. There 
are 1,728 standard broadcast stations in 
operation or authorized. Within eight 
months there should be at least 700 FM 
stations operating. Selection of the 
vehicles which are to carry an adver- 
tiser's broadcast message becomes more 
and more difficult monthly. Very few 
national advertisers (except radio set 
manufacturers) are using FM stations, 
but the time isn't too far away when it 
will not be possible to ignore FM circula- 
tion. Six key agencies have already 
started to check stations and the first 
sign that national business is around 
the comer has arrived at some stations 
with requests for time signal availability. 



if ever. 

This fall will see 50-odd demonstra- 
tions resembling that which WFIL 
(Inquirer) and WPEN (Evening Bulletin) 
presented to the public in Philadelphia. 
Actual plans to start regular FAX trans- 
mission have not been completed by any 
broadcaster although seven owners of 
newspaper chains which also own stations 
holding FM licenses are huddling regu- 
larly over the idea. Business conditions 
generally will be the 'determining factor 
since technically FAX is ready, willing, 
and able. 



JULY 1947 



67 




Wasted Research 

Roughly speaking, there was more 
than $10,000,000 spent during the 
1946-47 season for audience measurement 
and coverage reports. Only a fraction 
of this research has made itself manifest 
in increased audiences, in better service to 
the broadcast advertiser. It's true that 
research by itself can only produce the 
tools with which the industry can work 
but it's also true that the responsibility 
of the organizations producing the 



information doesn't end with the mere 
production of statistics. 

The Broadcast Measurement Bureau 
has suspended its 194S measurement until 
a new financial set'Up is devised. There 
may well be no new BMB surveying until 
1949. In the interim BMB will be 
spending its time evaluating both its 
coverage information and all current 
audience research. 

Ten per cent of what's being spent for 
those statistics and graphs that gather 
dust in the files of sponsors and agencies 
could produce a better broadcasting 
industry with which to serve the public 
and business. If it were used to put 
research to work. 

As a small indication of what can be 
done with available research spo.s'sor in 
this Fall Facts edition presents three 
special studies which to its knowledge 
have never been done before. They are 
"The effect of guest stars and promotion 
on the Bing Crosby program," "Program 
ratings by type and cost," and "Audi- 
ence-rating the networks." 

Basis For A Price-Tag 

More than ever this season there's 
talk about the high cost of talent for pro- 
grams. This is one of the reasons why 
the networks are going all out building 
package programs within a reasonable 
price range. However, at the very 
moment that the hue-and-cry of over- 



priced talent is loudest, transcription 
organizations are spending record-break- 
ing amounts for program talent. At 
the very moment that My Friend Irma (a 
CBS package) is sold to Lever Brothers to 
replace the $18,000 Joan Davis program 
(/riiid will cost about one-third as much) 
Crosby signs a new transcription deal 
with Philco which will make his package 
the highest priced in the history of broad- 
casting. 

The truth of the matter is that talent 
cost in itself is not the problem. As long 
as talent produces audiences big enough 
to justify its price tags there's never a 
squawk . 1 1 's for t h i s reason t hat Crosby's 
fantastic fee is reasonable . . . why Ziv, 
Cowan, Kermit-Raymond, Paragon are 
paying stars unheard-of recording fees. 

Dinah Shore, Frank Sinatra and a num- 
ber of other names wereapparently over- 
priced last season. Their sponsors 
cancelled them. If they had been priced 
lower and been permitted to stay on the 
air in their same slot for a few years 
each, no doubt, would have proved good 
radio. Only one star in a thousand (i. e. 
Crosby) can start a new program and win 
a top audience at once. It'd be far better 
for talent to "take it easy," to start a 
new contract at a fee that ^^■ill grow 
as the listening audience grows. 

It's really the cost per listener that 
determines star fees. Talent that pro- 
duces is never overpriced. 
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THE IDEA PAy-OFF 

An outstanding way for a sponsor to 
have its regular cast take a summer vaca- 
tion and still not lose its audience has 
been worked out by Needham, Louis and 
Brorby for Kraft Foods. While The Great 
Gildersleeve is summering. The Summer' 
villc Baiidstand takes over at a fraction 
of what Fibber costs. Suniniervtlle is the 
town in which Gildersleeve lives through- 
out his winter broadcasting season, and 
different members of his radio family will 
be at the bandstand at each summer 
broadcast. Thus everyone has a vaca- 
tion, the sponsor buys a reasonable sum- 
mer replacement, j'et the Kraft broad- 
cast period doesn't lose its identification 
with The Great Gildersleeve. It's this t\pe 
of planning that has made N'.L.&B.'s 
radio show s. Fibber McGee and Alolly and 
Gildersleeve. produce better audiences 
and more sales >car after >'ear. Fibber 
consistently is tops and Gildersleeve, an 
alumnus of the McGee program, pro- 
gressively increases its hold on audiences. 



Applause 

Ideas that don't cost a fortune and 
go beyond the routine agency service de- 
serve something besides 1 5 per cent. They 
deserve applause. 

NBC's MOTION PICTURE PROMOTION 
Several years ago NBC prepared a 
motion-picture trailer using its radio- 
film stars to sell broadcasting. There 
were so many problems involved that the 
idea had to be dropped the following 
year. Now once again NBC will use 
motion pictures to sell the mass enter- 
tainment medium radio. 

Film will be 16mm and will be handled 
on a non-commercial basis as is the cur- 
rent Chesterfield promotion motion-pic- 
ture. Objective is an audience of 1,000,- 
000 for the short subject, which while 
promoting the senior network also sells for 
everyone who uses broadcast advertising. 

Appropriation for the promotion is said 
to be $100,000. 

CHET THOMAS DOUBLE-CHECKS 

C. L. (diet) Thomas of KXOK (St. 
Louis) recently decided to do some 



checking on the relationship between his 
BMB figures and actual listening in the 
30 coimties with 59 per cent coverage or 
better credited to station by Bureau. 
What he did still has managers of many 
larger stations gasping. He hired the 
Edward G. Doody research organization 
to make coincidental* telephone calls in 
each of the 30 counties. Over 100.000 
calls were made. 

He has turned the infonnation over 
to BMB with the suggestion that they 
check the relationship between his 
quarter-hour-by-quarter-liour coinciden- 
tal and his B.\1B. Thomas has been 
doing many things in the St. Louis 
market that are news. He's now done 
something industrywise that's news- 
plus. In the entire industry KXOK was 
the only station to "coincidental-check" 
its BMB as well as use it. 



'Cotneidrnlal Irlrphone atidirnre mfatarement w 
thai lypf of research lehieh eheck*. ria phone, on the 
{•rogramt or stations being tUtenened to by the phone 
oieners. 
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R. ]. Rockwell, Vice-President in Charge of Engineering, 
Crosley Broadcasting Corporation. Fellow, Institute of Radio 
Engineers; A\ember, American Institute of Electrical Engi- 
neers, Acoustical Society of America and Engineers Club of 
Cincinnati. Committee Chairman, Radio Technical Planning 
Board. Registered Professional Engineer, State of Ohio. 
Eighteen years with Crosley, 



The word "rock" means many things to many 
people — a diamond, Gibraltar, Alcatraz, or 
ordinary stone. But to we 500-odd WLW 
employees it means only one thing: "Rock" 
is the familiar nickname for R. J. Rockwell, 
Vice-President in Charge of Engineering 
for the Crosley Broadcasting Corporation. 

A remarkable gentleman, this Rockwell. 

Lurking behind that huge Sherlock Holmes 
pipe is, we're convinced, one of the smartest 
engineers in the radio profession. But that 
pipe also conceals a frustrated musician 
who's never been wholly convinced that he 
should stick to his slip-stick and laboratory 
and forget his violins and the concert halls. 

The combination of these two talents — one 
remarkable and the other questionable — has 
produced a very likeable, human individual 
. . . certainly not the double-dome which 
his engineering accomplishments indicate. 

He owned the first radio station west of 
the Mississippi, WNAL. He designed the 
square type RCA condenser mike widely 
used by networks for years. He holds more 
than a dozen patents on important radio 
devices — has several more coming up. 

As a consulting engineer, "Rock" designed 



and installed KTHS, Hot Springs, and 
KLRA, Little Rock. He joined the Crosley 
factory in 1929 and transferred to the broad- 
casting division in 1936. In 1940 he de- 
signed and constructed WLWO, the first of 
this country's high-power international broad- 
cast stations. In 1944 he completed the de- 
sign and installation of the famous "Voice 
of America" plant at Bethany, Ohio, con- 
taining three 200,000-watt transmitters — the 
largest international broadcast installation. 

His present duties involve the supervision 
of the Mason plant — WLW, WLWK, 
WLWO and W8XAL; the Bethany plant— 
WLWL, WLWR and WLWS; WLWA 
(FM) and W8XCT, experimental televi- 



sion; 14 auxiliary stations; the design and 
construction of all equipment used by these 
stations, as well as WINS, New York, and 
the direction of the Broadcast Engineering 
Laboratory. In other words, he has the con- 
siderable responsibility of achieving and 
maintaining the technical perfection which 
has always been the goal of Crosley stations. 

Naturally, even though "Rock" is a re- 
markable gent, he doesn't handle it all by 
himself. He has scores of capable assistants 
— 98 in all — including J. M. McDonald, 
Phil Konkle, Floyd Lantzer, Bill Alberts, J. 
R. Duncan, etc. Even so, you'd think "Rock" 
would have enough to keep him busy. He 
does, but still finds time to torture his violin. 




OUR PLACE 




STATION 




f you'll check consecutive 
Hooper Surveys, you'll find that WJW 
has a reed ""place in the sun". For, in 
Cleveland, listeners look to WJW for 
better entertainment. 

And — there's no question about our 
place in Cleveland's rich market . . . 
the Hoopers show it — advertisers 
know it. WJW delivers more daytime 
listeners per dollar than any other 
Cleveland station. 



BASIC MMM IMMM 

ABC Network Wm 5000 Watts 

O. DAY AND NIGHT 

REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY 



